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FINE 


Ciyng he 
locupying the BEER TRAY 


in striking color lithography effective design for your particular product 


—a design that gets attention, creates desire 








One of the many retail fields into which we have to buy, does a real selling job. 
| successfully carried our knowledge of display is the a ea 
brewery field. Here, as in other fields where display Music... entertainment... famous stars from stage 2nd screen - 
. oe Ts ri 
pieces are used effectively, the most important Each Tuesday 9 P. M., Eastern Daylight Saving Time, NBC networ' 
| single factor is DESIGN. ; 1 


When you deal with “‘Canco’’, you deal with 


specialists in design—men whose display experience AMERICAN CAN COMPA NY 


MERCHANDISING SPECIALTIES DIVISION 


DISPLAYS 


SIGNS AND TRAYS fF 


in every retail field enables them to arrive at an 
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W | N N t R » Bobrick Manufacturing Corporation, Los Angeles, received first award in 


the Fourth Annual Pacific Coast Packaging Competition. Product: Pine Dog Soap. Classification: Best 









package sold through grocery stores, other than food. Closure: Phoenix S T Cap, grooved sides, black 


coated. Sixth package sealed with Phoenix Metal Caps accorded recognition in package contests this year. 
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NEXT MONTH 


From novelty to necessity in eight 
rrowded years—is the ‘‘quick picture 
history made by transparent cellulose 
in its various applications to packaging. 
Developments and accomplishments in 


this field are outlined. 


THIS ISSUE 


For the front cover illustration we are 
indebted to the Phoenix Metal Cap Co 
See page 48 for the story of this pack 
age development. 
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CASE STUDIES IN PACKAGING PROBLEMS 


WRAPPED ano CARTONED 
FOR ONLY A 


SP Lic | 
negee ty 


REDINGTON Combination MACHINE KEEPS 
COSTS DOWN ON THIS NEW 5¢ SELLER 


As ITEM permits only the slimmest margin for packaging 
LA costs. Hand labor is out of the question, especially when 
the package consists of 5 sticks of gum, each wrapped in 
mounted foil, then banded and then all inserted in a tuck end 
carton. 
That was the problem confronting the Beech-Nut Packing Co. 
But unusual problems have become a steady diet for Redington. 
So before they introduced their new carton of “Oralgene” Gum, 
525 sticks of gum Beech-Nut production executives came to Redington. 
tel i oe Today REDINGTON Combination Wrapping and Cartoning 
. 105 groups of equipment is producing this package at a cost of only a fraction 
5 sticks cartoned of a cent per carton. The sticks are wrapped at a speed of 525 
wae 5 ay a a minute ... then cartoned in groups of 5 sticks on the same 
Nat's anhaeiatte REDINGTON at a rate of 105 a minute . . . 6300 cartons an hour. 
packaging cost for The machine itself is designed and engineered with all the pre- 
——— ? only a cision and skill developed through 39 years of pioneering. 
ace a Whether or not Oralgene’s problem is similar to yours, re- 
member “If It’s Packaging—Try Redington First.” A sample 
package and a few details are all we need. 


F. B. REDINGTON CO. (Est. 1897) 


112 S. Sangamon St., Chicago, IIl. 


REDINGTON 


Continuous Loading 


CARTONING MACHINES 


Also Cellophane Wrapping, Carton Sealing 
and Special Packaging Machines 

Redingtons are the Rolls Royce of “machinerydom” . . . 

designed by engineers who know no standard but the highest. 

Each part is made to stand up under the most gruelling pun- 

ishment ... built for years of top-efficiency. 








IF OIT’S PACKAGING rs TRY REDINGTON FIRST 











EXTRA! KVP REVEALS TRADE SECRETS 




























GENTLEMEN, BE SEATED! Min- 
strel show packs ’em in three nights 
running. S. R. O. sign hung out 
early 
strut their stuff. 


TURN ON THE SUN: The sun 
lamp corner is busy in the Health 
Department when snow piles high 
outside. Experienced male nurse 
cares for minor injuries, gives rub- 
downs, hot towels, keeps folks well. 





when Parchment Minstrels 


H. W. C. which stands for Home Works Cor- 
poration. These boys of high school age, 
most of them sons of KVP employees, belong 
to a Parchment summer project that has 
achieved national recognition. They mani- 
cure lawns, dig gardens, wash cars, any- 
thing to keep busy doing something useful. 
Parchment has no “boy problem’’ during the 
summer because of organizations like this. 


Inquiring Photographer Unearths 
Hitherto Unsuspected Reasons 
Why KVP Papers Please 
So Many Customers 


Parchment, Michigan: Convinced that 
there must be more reasons than appear 
on the surface for the popularity of KVP 
Papers the country over, The Inquiring 
Photographer returned today with a se- 
ries of photos showing what KVP em- 
ployees do in their spare time. His report 
indicates wide interest in dozens of worth- 
while outside activities which make for 
happier homes and contented craftsmen, 
hence better paper and closer attention 
to customers’ desires. The pictures on 
this page reveal only a few of these ac- 
tivities which make the KVP mill out- 
standing in its relationship between em- 
ployees and management. 


MAMMA’S A FAN TOO: Employees and their families watching the KVP city 
champions hand a drubbing to a team of barn-storming big leaguers. Twilight 
ball is popular and KVP teams have copped many a city championship. Basket- 
ball, horseshoes, tennis and soft ball are among the other organized sports. 
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FOOD PROTECTION 
PAPERS 


12,000 PEOPLE saw this colorful pageant last July 4th. 
Bleachers and hillsides in Kindleberger Park filled to capacity 
as Band, Male Chorus, National Guard and cast of 500 put 
on huge celebration. Band concerts and open air entertain- 
ments draw thousands each month. 


KALAMAZOO VEGETABLE PARCHMENT CO. 
PARCHMENT (Kalamazoo County) MICHIGAN 
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The Leading libeler 


IN ALL THESE INDUSTRIES 


Pneumatic engineers have improved the labeling 
machine which has always been the first choice of 
packaging leaders. Greater operating economy... 
more ruggedly built... more complete safety de- 
vice protection ... true flexibility. Every one of these 
important advances plays a definite part in backing 
up our guarantee of “lower cost per container.” 
Don’t make the mistake of buying on “first cost” 
ae alone! You want economical performance for years 
—= to come. You want durability. The PNEUMATIC 
built McDonald gives you all this plus protection 
against obsolescence. 

This last point is important. New packages, differ- 
ent labels, or other changes forced by varying 
market conditions can be readily handled by 
PNEUMATIC labelers because they are “expan: 
sion designed.” 


Let us prove our claims to you. Call or write the 
nearest office. 


PNEUMATIC SCALE CORPORATION, LTD 
71 Newport Ave., Quincy, Mass. (Norfolk Downs Station) 

Branch Offices in New York, 117 Liberty Street. Chicago, 360 North 

Michigan Avenue. San Francisco, 320 Market Street. Los KA 


443 South San Pedro Street. Melbourne, Victoria. Sydney, N. S. 
and King Street Chambers, Leeds, England 
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The bottle may be a proud 


package, and may never be 








seen at the point of sale. 
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Y.. The CARTON is seen and bought more than any other type of 
package. It should be full of eye appeal, not price appeal. No wonder so many sales 
leaders have standardized on RIDGELO Clay Coated. They can't afford cartons that 


question the quality of their product. Can You? Your boxmaker will be glad to use 





MADE AT RIDGEFIELD, N. J. 


“THE BEST KNOWN 





BY LOWE PAPER COMPANY 
NAME IN BOXBOARD” 


Representatives: W. P. Benneit & Son, Toronto 
A. E. Kellogg, St Louis 


E. C. Collins, Baltimore * MacSim Bar Paper Co., 
Pacific Coast Distributors: Blake, Moffitt & Towne 


Chicago 
Zellerbach Pooer Co. 








Answers your Holiday and Christmas problems! 


Do you want eye appeal? Novelty? Beauty of color? Richness? Low cost? Striking effects that tie in with your 
general package plan? (| Demand any or all of these . .. you'll find them in the new Multicolor Ribbonette . . . 
available in hundreds of brilliant stock patterns made to order to match your boxes, wrappers or trade marks. 
( Ribbonette is alike on both sides . . . examine the samples attached . . . send for working samples . . . or 
send us your package and we will return it tied with appropriate Ribbonette. No obligation . . . but act now! 


RIBBONETTE DIVISION 


CHICAGO PRINTED STRING COMPANY 


2319 LOGAN BLVD., CHICAGO, ILL. : 55 W. 42nd St.. NEW YORK 
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RADIANT - 198 


Here is a Box’Paper-resplendent and satisfying to be 


had in many different patterns in several bright -at- 
tractive tints. This, two toned Box Covering is moder- 
ately priced so that it may be’used for any type of box. 
Why notilet us mail you the set of large working sheets 
we have prepared in an assortment of ‘colors: ‘and 


patterns, or send for a sample swatch of the complete 


line. 


Hampden Glazed Poper & Card Co. Co.-Holyake, M Mass. 





























THERE whew needed / 


, ready to respond when fire threatens, 
the fireman is a symbol of dependable service. He is there when needed. e Likewise, 
CCS symbolizes dependability and service in the closure field. By anticipating sealing 
problems and working out their solution . . . by full control of raw materials . . . by its 
exclusive method of manufacture, CCS is prepared to furnish you with the finest and 
sea dependable closures money can buy. e In addition, branches and warehouses have 
been established at principal points where com- 
plete stocks are maintained for your convenience 
and a trained personnel is always ready to serve 
you. You are assured of quality and service when 


you use CCS Closures. They are there when needed. 


CROWN CORK & SEAL CO. 
BALTIMORE | st 


CCS SCREW CAP | meRE’s A COS 
{ BRANCH 


| WORLD'S LCARGEST MAKERS OF CLOSURES FOR GLASS CONTAINERS | 





MARYLAND 


{ different thread for a better seal s 
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Three handles and a heat 
control knob, all molded of 
RESINOX, enhance the 
beauty of the popular NESCO 
Electric Roaster. National 
Enameling and Stamping Com- 
pany of Milwaukee made the 
Roaster . . . and selected 
RESINOX because of its 
durability, beauty, and high 
resistance to heat. 
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MOLDED OF 


RESINGY 


... Resinox can meet your mold- 
ing requirements just as it met 
NESCO'’S ... There is a Resinox 
material for every molding need. 


Ask your molder for detailed 


information . . . or write the 


RESINOX CORPORATION 
230 Park Avenue, New York, N.Y. 





a CONTAINER FELLOWSHIP! 
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>; 





@ MANY NAMES 
@ VARIED PRODUCTS 


@ A SINGLE 
SPONSOR! 


GREAT NAMES in Merchandising! 
Product leadership that endures ¢ 


gained by policy and follow-thru 
of product reputation! @ House and 
product prestige are carried for- 
ward by CONTAINERS ofa family 
grouping ® each item of a line to 
share alike. @ “NATIONAL” cre- 
ates a CONTAINER FELLOWSHIP 
of House Lines®an originality in de- 
sign and individual display value. 


BE CONTAINER- WISE 
GO NATIONAL” 


NATIONAL CAN COMPANY .- Inc. 


One of America’s Largest Canmakers 


| Sa @ a Onn Oy i Oa Ae 3 on mm en a) e ee) EAST 42nd STREET e NEW YORK 
7, On OR ee OR eae, © On 20 Om a 
NEW YORK CITY «+ BALTIMORE + BROOKLYN . [ois ter. Tere) . BOSTON . DETROIT . NEW ORLEANS . HAMILTON, OHIO 
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SAFE, DEPENDABLE DISTRIBUTION 
OF YOUR PRODUCTS 


Is just as important as their 
manufacture. How to get your 
goods from factory to market 
in perfect condition—and at 
lowest cost—often requires as 
much thought and _ planning 
as maintaining your standards 


and costs of manufacture. 


Corrugated and solid fibre boxes 
have proved to be the best and 
most economical shipping con- 


tainers for many kinds of products. 





BLISS BOX AND BOTTOM STITCHER suit- Often Regular Slotted Containers 41155 power Liet TOP STITCHER seals the tops of BLISS 


sable for stitching all kinds of set-up boxes, “re . oC | eR ee ‘a. BOXES and Regular Slotted Containers with wire stitches. Al- 
jisplay boxes, telescope boxes and small meet the ordinary shipping require most entirely automatic in its operation. Table automatically 


cartons. Also stitches No. 4 BLISS BOXES, : e = r : : raises and stops at right position for stitching top of containers. 
snd bottoms of Reqular Slotted Containers, ‘ments w hen sealed with glue . Table adjustable to height of conveyor or trucks for transferring 
Quickly changed from box to bottom containers without lifting. Stitches many more containers per 


stitcher by lowering box arm and setting day than other types of Top Stitchers. 
post in position. Forms and drives as many 
1s 400 wire stitches per minute 


But many manufacturers are refus- 
ing to take chances. They demand 
that their Regular Slotted Containers be strengthened with Wire Stitched manufacturers’ seams; they Wire 
Stitch the bottoms and seal the tops with Wire Stitches. 


Others, requiring the greatest security and safety for their products while in storage or transit use 


BLISS BOXES—the Strongest, Safest, Most Rigid Fibre Containers 


Just because Wire Stitched Slotted Containers and BLISS BOXES are Stronger and Safer is no indication that 
they cost more money. The fact is, Bliss Boxes, because of the saving in board area, weight of stock and freight 
charges are LESS COSTLY than other types of corrugated and solid fibre containers. Likewise, Wire Stitched 


Regular Slotted Containers cost about the same as when glued, and give added protection to their contents. 









BLISS BOX 
SEALED 


BLISS BOXES 
This type of Bliss Box with 
three flanges on each 
end protects products 
where end thrust of con 
tents is to be guarded 
against. Flanges alsc 
serve as vertical rein 
forcement when boxe 
are stacked. Ask for de 
tails of other types of 


Bli Boxe . 





OPEN. Let our shipping engineers survey your requirements, 
and tell you of the advantages of assembling and sealing 


your shipping containers by the Wire Stitching Method. 


DEXTER FOLDER COMPANY 


Bliss, Latham, and Boston Wire Stitching Machinery for All Types of Fibre Containers 


28 WEST 23rd STREET, NEW YORK, N. Y. 


CHICAGO PHILADELPHIA BOSTON CLEVELAND ST. LOUIS SAN FRANCISCO 
117 W. Harrison St. Sth and Chestnut Sts. 185 Summer St. 1931 E. Gist St. 2082 Railway Ex. Bldg. LOS ANGELES-SEATTLE 
H. W. Brintoall Co. 
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THE correct trimming—Christmas atmosphere— 








can make a successful Christmas seller out of your 
product. And the correct trimming, 9 times out of 
10, is attractive Christmas packaging. 

It’s Christmas now in Concora plants, labora- 
tories and studios—for we have learned that the 
best Christmas programs are worked up in sum- 
mer, leaving plenty of time to get them into action. 
We’re thinking in terms of new cartons, new fin- 
ishes, new merchandising angles for next Christ- 
mas—new trimmings that will sel// We would like 
to look at your products from the Christmas point 
of view, and show you how distinctive packaging 
can stimulate a Christmas sales campaign. 

Concora folding cartons are prepared for double 
duty—with the strength that protects PLUS the beauty 
that sells. Through our principle of “Packaging by 
Prescription,” laboratory control and _ pre-proving 
assure 100% display value on dealers’ shelves and 
counters, with no loss during storage or shipment. 

Concora shipping cases, too, can take their share of 
Christmas trimming—adding attractive display to 
the protection they afford against the dangers of 
shipping and transit. Ask our representative for 


details—and do your Christmas trimming early! 


CONTAINER CORPORATION OF AMERICA 


GENERAL OFFICES: 111 WEST WASHINGTON STREET, CHICAGO, ILEINOIS 
MILLS, FACTORIES AND SALES OFFICES AT STRATEGIC LOCATIONS 
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PANE OMANI Ke 


TING CNGIME 
MACHINERY 


OVER 


2000 
MANUFACTURERS 


HAVE TRUSTED US WITH THEIR 
PACKAGING PROBLEMS. MANY 
ARE NOW TAKING ADVANTAGE 
OF THE OPPORTUNITY TO RE- 
PLACE OBSOLETE EQUIPMENT 
BEFORE PRICES ADVANCE. A 
PACKOMATIC ENGINEER WILL 
BE GLAD TO CALL AND HELP 
YOU WITH YOUR PACKAGING 
PROBLEMS, ANY TIME—ANY 
PLACE. PHONE — WRITE — OR 
WIRE. YOU WILL NOT BE OBLI- 
GATED IN ANY WAY. 





Pai m< 7B 


ax Vu r 








Outstanding sales achievements and 
distinctive and attractive packages are 
today almost synonymous. Fine pack- 
ages need fine finishes to give them 
the added smartness, beauty and 


protection. ... Sherwin-Williams is 


Finishing Research and Engineering 
Headquarters. Write us concerning 
your paper and metal container 
finishing and decorating require- 
ments. No obligation. The Sherwin- 


Williams Co., Cleveland, Ohio. 


ERWIN- WILLIAMS 


INISHES 
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THE UNITAINER* IS THE PACKAGING DISCOVERY OF THE DECADE! 


For products that sell in single doses or for 
single use — for sampling, or detailing the 
medical profession—no container offers more 
specific advantages than Unitainers. 
Sun-Unitainers afford almost perfect 
protection, even to the most sensitive mois- 
ture-absorbing products. This makes them 
especially adaptable to effervescent salts and 
powders, The seamless construction and her- 
metic seal insure against leakage. Flexibility 
eliminates breakage and prevents “‘breathing’’ 
due to changes in the temperature, 
*Reg. U. S. Pat. Off. 


SUN TUBE 


CHICAGO, ILL. 
Harry Holland & Son, Inc. 
400 W. Madison St. 


CORPORATION - 


DETROIT, MICH. 
Harry Holland & Son, Inc. 
1941 W. Fort St. 


The Cost is Amazingly Low 
oO 

Sun-Unitainers are delivered complete, ready 
to fill, There’s nothing extra—no closures, no 
labels—for you to buy. Filling, closing and 
cartoning machines are available. Sun Tube 
is prepared to produce packages of this type 
in large volume and at a cost very favorable 
to the merchandiser. 

As far as the consumer is concerned, the 
main virtue of Sun-Unitainers is their match- 
less convenience. No opener is needed. There’s 
no cutting the fingers. And, of course, the““meas- 


CINCINNATI, OHIO 
R. B. Busch 
100 So. Ohio Bank’ Bldg. 


ST. PAUL, MINN. 
Alexander Seymour 


1745 University Ave. 


ured dose’ feature saves time and trouble. 
Every user gets exact/y the right amount. 

Sun-Unitainers are “original containers’ in 
states that require such containers for retail 
sale. They're available in all sizes, from 1 
dram to 8-ounce liquid measure. 

The vest pocket convenience of Sun-Uni- 
tainers may be exactly the sales stimulant your 
product needs. Other manufacturers have 
found this to be true. Inquire for details 
today to THE SUN TUBE CorPoRATION, H!! 
side, N. J., or the following representatives: 





HILLSIDE, N. J. 


LOS ANGELES, CALIF. 
Package Associates 
900 East 31st St. 




















Oval, Oblong, Square and Round, 
Spiral convolutely wound; 
Or what your needs may be in cans, 


They all will fit in R. C. plans. 


REM SR 


When you’ve had cans that wouldn’t do, 
You’ve looked a large assortment through; 
It’s then when you will understan’, 
The value of an R. C. Can. 


It matters not how good you are, 
In buying cans at below par; 

The very best that you can get, 
Is honest value every step. 


The fact remains that price alone, 
For lesser service can’t atone; 

The higher cost will be retrieved, 
Where honest value is received. 


RL ERIM Pe 





You'll find that cans made by R. C. 
Are built as good as they can be; 
And not to meet a certain price, 
To do those things that aren’t nice. 


To get real cans and service too, 
This tip will be a help to you; 

Don’t waste your time to scheme and plan 
Just ’phone or write the R. C. Can. 


tem 


COMPANY 


MAIN OFFICE AND FACTORY Na ei JN AR 
121 CHAMBERS ST., ST. LOUIS, MO. “ 
BRANCH FACTORIES 


2809 E. 14TH ST., KANSAS CITY, MO. 
RITTMAN, OHIO 





SALES OFFICES: Saint Louis, Rittman, Ohio, Kansas City, Atlanta, Dallas, Detroit, Fort Worth, Houston, Louisville, Memphis, Milwaukee, 
Minneapolis, New Orleans, Omaha, Pittsburgh 
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labels give the added touch that 
increases selling appeal. Cameo 
designers and production facilities 
can give you that something to 
make your packages irresistible. 
A call by our representative in- 


volves no obligation on your part. 


Packages dressed with friendly 


Die C ulting C Engraving (0, 






154‘W 14 th. Street 
New York 


























The quality details of fine workmanship Yet our customers pay little or no more to 
are evident in every Ferdinand Buedingen get these advantages because, through 
the years, we have gained this priceless 


knowledge: how to perfect greater display 
into its construction makes it look better, values and enhance sales appeal without 


box. The careful planning that has gone 


last longer, or sell faster. adding to the cost. 


We enjoy the patronage of many leading firms. May we interest you, too? 


Ferdinand Buedingen Company, Inc. 
Rochester, New York 





MAIL THIS COUPON 


NE Sirdvk hoe ocak eee . || Ferdinand Buedingen Co. || Please show us how we can 
Rochester, New York improve our packages 
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See this booklet for the 
Free Trial Offer which 
lets you test the Metal 
Edge Packaging Method 
in your own plant. 
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LET MR. M. E. METHOD 


point the way to 





PROFITABLE PACKAGES 


Mr. M. E. Method knows packaging. 

With the greatest of ease he’ll save 
you 80 to 90% of the space usually 
required for storage of made-up paper 
boxes. 

He'll follow up by doing away with 
box delivery delays, reducing pack- 
age inventories, eliminating spoilage 
and waste. 

At the same time he'll provide you 
with the strongest paper boxes—boxes 
of character, that not only give your 
product maximum protection but have 
unusual display and selling value as 


well. Many nationally known con- 
cerns—such as General Motors, U. S. 
Rubber, Johns-Manville, John Wana- 
maker, Remington-Rand—by the Metal 
Edge Packaging Method assemble their 
own paper boxes in their own plants 
just as they need them. In addition 
to the advantages mentioned, some 
report packaging economies running 
into thousands of dollars a year. 

An illustrated brochure, ‘Profitable 
Packages,’’ tells the whole story... 
is yours without obligation for the 
asking. Please write for it. 


NATIONAL METAL EDGE BOX CO. 


334 NORTH 12TH STREET 


METAL EDGE..STRONGEST PAPER BOX 


PHILADELPHIA, PA. 
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Make your cacton a Show Window 


por your product. 


prore dieing, OP 
La 


WwW 2,/2 


NEW CARTONS FOR 
DU-TONE SHELF-EDGING 
DESIGNED G PRODUCED by 


BROOKS & PORTER, Inc. 





A Cee ee On On Or: a On. a ae Ge 2 on OO 2 


WINDOW CARTONS FOR 


INCREASED SALES 


brooks sporter: 


GIVE YOUR PRODUCT THE 
ADVANTAGE OF A “B G P” 
CELLULOSE WINDOW CARTON 
AND YOU MAKE IT EASIER TO 
SELL . . . EASIER TO BUY. 
PACKAGING OF THIS TYPE 
IS RECEIVING ENTHUSIASTIC 
ACCEPTANCE FROM DEALERS 
AND CONSUMERS ALIKE. 
THEIR INTEREST BRINGS IN- 
CREASED BUSINESS TO YOU. 


304 HUDSON STREET, NEW YORK 


) 
CREATIVE STYLISTS AND MANUFACTURERS OF 
FOLDING CARTONS, COUNTER AND WINDOW DISPLAYS 


BROOKS & PORTER, Inc. 
304 Hudson Street 
New York, N. Y. 
Please tell us how we can best apply 
window cartons to our product. 


CJ Samplesof NAME 
our product 


are being 
mailed under ADDRESS 


LET US SHOW 
YOU HOW TO 
MAKE YOUR 
CARTON SELL 


MAIL THIS 
COUPON 
NOW 


4 





separate 
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PETERS JUNIOR 
FORMING AND LINING 
MACHINE 


vill save ‘smaller’ plants and many larger plants, 
increased production, as much as $5,000 a year-——and eliminate 
f four hand operators. They operate with real speed, plus com- 


> satisiaction. 


r Forming and Lining Machine forms and lines carton shells at 


f 2000 to 2500 per hour, requiring only one operator. Adapted 
of 


e range sizes, with ready, speedy adjustment. 


ters Junior Folding and Closing Machine, fully automatic, re- 
tors. It folds and closes filled cartons at the same high rate 
the Junior Forming Machine. 


yether, these companion machines save space, labor and money. 
yreater production, there are fully automatic Peters machines to 
eet your requirements. Investigate! Peters machines may save you thou- 


nds of dollars. 


PETERS MACHINERY COMPANY 


General Offices and Factory 4700 RAVENSWOOD AVE. 


CHICAGO, U. S. A. 


PETERS JUNIOR 
FOLDING AND CLOSING 
MACHINE 
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Deters Confections 





Well Protected... Charmingly Displayed 
In Printed SYLPHRAP 


(Reg. U. S. Pat. Off.) 


“Quality’s Best Attire 


Our printing Converters will design and Print for you attractive wraps 
of SYLPHRAP, which will bring you increased sales, additional profits. 






RPORATION 
nr Street, New York 


a. 


AA SNAMEN DUSTRIAL 4 
Executive and Salage ices: 199 East 


TON Tel Sa Are) ta fel Sy Oceme: Frrcdericksbyg 
4 Sey PACIFIC COAST 


BLAKE, MOFFITT & TOWNE 


Offices and Warehouses 


120 Marietta Street, Atlanta, Ga. SEP bs 
201 Devonshire Street, Boston, Mass. x — 
: Yi RIH.R AP. 
427 W. Randolph Street, Chicago, Ill. Sh A <= 
260 S. Broad Street, Philadelphia, Pa. 


QUALITY'S BEST ATTIRE 


in Principal Cities — 




















TRY US ON PACKAGING OR 


SALES PROMOTION PROBLEMS 





EASTERN BOX COMPANY 


DETROIT, MICHIGAN 


BERLINER 


347 FIFTH AVENUE, NEW YORK CITY 


SALES OFFICE gE J 
a a 








Printing on Cello- 
phane in continuous 


rolls or flat sheets. 














Bread Wraps — 
formed from a con- 
tinuous band of 
Cellophane flanked 
on both sides by 
waxed paper. 












Wraps 


BY ROY 









Spot-printed Wraps 
—continuous rolls for 
use in tight-wrapping 
where exact register 
is obtained with the 
electric eye. 








Die-cut window 
Wraps of Cellophane 
and any paper, 
sheeted for hand 
wrapping — contin- 
uous rolls for 
machine wrapping. 






OFFERING A COMBINATION OF 
MATERIALS, FINE PRINTING 
AND EXPERT STYLING DESIGNED 
TO BRING NEW SALES AD- 
VANTAGES TO A HOST OF 
PRODUCTS WHICH MAY NOW BE 
REPOSING ON BACK SHELVES. 


White for 
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Sheeted Wraps cut 
to size and made of 
Cellophane, waxed 


or plain paper. 








THOMAS M ROYAL & CO 
PHILADELPHIA US A 


DETROIT PITTSBURGH BOSTON 
SAN FRANCISCO DAYTON SYRACUSE 
ATLANTA HOUSTON 





Sheeted Wraps 


combining a con- 








NEW YORK CHICAGO tinuous strip of 
ST. LOUIS MINNEAPOLIS 


FORT WORTH 







Cellophane and 







any. paper. 
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. Folding carton around 
sample tube. 

. Folding of flaps to 
form protective inner 
box. 


. Wrapping remainder 
of Mailer around pro- 
tective inner box. 


- Ready for mailing. 


CIBA REORDERS PROVE 


VALUE OF BILT-IN MAILER! 


In January, 1933, the Ciba Company ordered its first Bilt-In Mailer. 
It met with immediate success, and Ciba has been reordering ever 
since. 

One important reason for the success of this novel mailing idea 
is its brilliance . . . its attractive, bright, white cleanliness, due to 
the use of A. C. M. Clay Coated Board. 


The Bilt-In Mailer delivers your sample neatly and safely and at 
the same time impresses the story of your product on the consumer 
as the package unfolds. That is why more and more successful 
manufacturers of liquid, paste and solid preparations are increas- 
ing their sales by using Bilt-In Mailers. 

The Bilt-In Mailer offers a new and effective means of promot- 
ing the sale of your product. Write or wire and a representative 
will call to explain what the Bilt-In Mailer can do for you. 


AMERICAN COATING MILLS, INC. 


CHICAGO 
Wrigley Building 


NEW YORK CITY ¢ 22 East 40th Street 


% 


ee 


oy: Seek, mere Abe nen, MEMPHIS 
ELKHART, INDIANA Dermon Building 


INDIANAPOLIS ¢ Union Title Building 
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YOU CAN STILL RESERVE SPACE IN THE 


1 OKS Y/ARESANES eANGpl ON IG RECEAMVANLAOKG: 


at present rates... . $40.00 per page lower 





than for subsequent reservations 


The 1937 Packaging Catalog, in spite of the extremely high standard of editorial excellence 
and advertising effectiveness set by the 1936 edition, will set a new all time high for size, 
reader interest, authoritative and complete information and resultful advertising. Now, while 


eld rates still obtain, is the time to send in your space reservation. Act today. Write, wire— 





BRESKIN AND CHARLTON PUBLISHING CORP. 


425 FOURTH AVENUE; NEW YORK CITY 
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Take a good look at this match book. 
The colors are brilliant, white is white. 


How can such attractive effects be obtained when cost limits obviously 
aresolow? Thereasonis LITHWITE. A great many match books 
are made from this fine white board! 





Do you want the same brilliance of design on your carton? You can 
have it. Even though your packaging allowance is low, you need no 
longer use duller, darker-complexioned board. Ask us for a compar- 
ison chart... and a quotation on your requirements. 

LITHWITE is always uniform. Its 

hard, smooth surface allows you to 


print 120 line screen when necessary, 
absorbs less ink than lower cost boards, 


and will not pick up dirt so quickly on/ 
the dealer’s shelf. o OF 


SALES OFFICES IN PRINCIPAL CITIES 


; 


Product of THE GARDNER-RICHARDSON COMPANY MIDDLETOWN, OHIO 











Metal Caps 


by Aridor frequently sound the keynote for 
very successful sales promotion. Review 
for instance these unique, yet highly effi- 
cient closures, designed and manufactured 
by Aridor for Nash Underwood, Inc., Chi- 
cago... the “bell” cap on the alarm clock 
jar; the ingenious closure on the lantern 
jar that permits conversion of the emptied 
container into an attractive electric lamp. 
And, now, the new TIPPER TOP Ash Re- 
ceiver Cap with its exclusive swinging de- 
vice that automatically shuts in smoke and 
smell! 


Handling the large runs necessary to make 
possible building the dies for special caps 
is taken in stride. Aridor turns out millions 
of standard caps a month for packers large 
and small. These firms have learned that 
Aridor’s precision manufacturing methods, 
unremitting search for improvements in 
quality and design, and unfailing service, 
solve their closure problems efficiently and 
at moderate costs. Get one of our free wall 
charts, “Caps for every purse and pur- 
pose.” It tells at a glance the type of closure 
best suited to practically every sealing job. 
There’s no obligation. Write today. Com- 
pany stationery, please. 
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3428-40 WEST 48™ PLACE — CHICAGO 
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When the product deserves a label which is itself a 
tribute, and speaks eloquently of quality within, there is 
nothing quite to compare with the effect of a STANLEY 
Sales Label embossed in real metal. STANLEY Labels 
of this type, created by Stanley artists and craftsmen-in- 
metal, make an instant and deep impression of value. 
Whether these labels simulate gold or silver or bronze, 
their special effectiveness is based on the natural associa- 


tion of metals with the idea of worth and merit. 


STANLEY 


OLD 
MR. BOSTON 


Peaks 


FINE OLD QUALITY 










STANLEY Labels have an exclusive character and 
quality that distinguishes them from all ordinary labels. 
Made of real copper, brass or aluminum, they are the 
result of artistry and various manufacturing processes not 
usually applied to label production. Let us send you 
samples showing the wide range of designs, color com- 
binations and finishes in which high-grade metallic labels 
are available. The Stanley Mfg. Co., Dayton, Ohio. New 
York: Room 913, 200 Fifth Ave. Chicago: 714 West- 
minster Bldg., 110 S. Dearborn St. 


THE STANLEY MFG. CO. 
Dept. M-6, Dayton, Ohio 

Please send samples of various types of 
metallic labels. 


ec Seals ¥- Labels 
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Viren the artist lays down 


his brush and the factory works up the samples 














THEN LET WESTERN UNION 
ADD THE FINISHING TOUCH 


WHETHER IT Is an entirely new product, or a new dress for the 
old. it needs proper staging. impressive presentation to consumers. 
All this you get at low cost when Western Union Messengers dis- 
tribute the samples. 

Equally. this holds true with presentation of introductory offers 
to retailers; installation of counter and window displays, and de- 
livery of samples to doctors and dentists. Ask the Western Union 


Manager for details of these modern merchandising services. 


WESTERN UNION Everywhere 
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THE MODERN APPEAL 


vv The keynote of successful packaging is graceful- 
ness. Kimble Glass Vials have trim lines—one of 
the magic ingredients for a sales-winning package. 
They lend themselves to attractive make-up and 
colorful appeal. They are smart—they are alluring 
to the eye—they capture sales through daintiness, 
convenience, sanitation and safety. 

Retempered to an amazing degree of strength— 
lustrous and brilliant in their crystal transparency 
— Kimble automatic-machine-made vials are today’s 
headliners on a stage crowded with competitive pack- 
ages. For sampling and packaging they are instantly 
adaptable to hundreds of different products—pow- 
ders, tablets, pills, capsules, chemicals, oils. They are 
available for cork closures, droppers, applicators, 
Goldy Seals, Re-Seal-It Caps, Screw Caps, Shaker 
Tops, and many special closures for special needs. 

Play safe with your sampling and packaging plans — 
consult Kimble FIRST! Jt's the smart thing to do. 
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Russia is some distance away. But it is not 
outside of MODERN PACKAGING'S sphere 
of influence! 


This enthusiastic advertiser's letter is proof 
of the world-wide reader interest in the 
editorial text and the tremendous pulling 
power of the advertising in MODERN 
PACKAGING. 


If you are a designer, engineer or manu- 
facturer in the packaging industry, you 
will (like the Russians) find MODERN 
PACKAGING valuable in your business. 
And if you advertise to the packaging in- 
dustry you'll find that MODERN PACKAG- 
ING will assure you of a world-wide 
audience of interested prospects for your 
product or service. 


MODERN PACKAGING-425 FOURTH AVE, NEW YORK 
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PACKAGING MATERIAL 
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illustrates a transparent wrap of illustrates a rigid transparent dis- ‘Nustrates: a completely transparent 
PROTECTOID over a bottle container. play container of PROTECTOID. PROTECTOID window that can’t 
warp and never loosens. 












Irs a great feeling to turn out a transparent wrap that can 

never lose its shape summer or winter — that does not dry out or 

crack. It’s a great satisfaction to pack your product in a window 

container and know that the window will never buckle or tear 

: loose. It’s thrilling to watch sales jump as these improvements 

make their unfailing impression on the public. 

: No matter what shape your product takes, package it with 

Protectoid. This product of Celluloid Corporation can be had as 

: thin as 88 hundred-thousandths of an inch (.00088") or as thick 

; and rigid as desired. In addition to its grainless transparency and 

other outstanding virtues, the non-shrinking, non-stretching qual- 

ities of Protectoid alone will quickly end most “packaging pains”. 
Write for booklet of Protectoid samples showing all weights 

and more specific information to answer your particular prob- - 

lems. Address Celluloid Corporation, 10 East 40th Street, New yy ee 

York City, sole producer of Celluloid, Lumarith and Protectoid. illustrates the transparent wrap of PRO 

(Trademarks Reg. U. S. Pat. Off.) TECTOID beautifully printed in colors. 
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a if you are planning a Christmas wrap | ouch with 
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...- ANOTHER REASON FOR BUYING 


CAPS rrom OWENS-ILLINOIS 






NO-KNURL, 
FULLDOME C. T. 
This 
Owens-Illinois caps 





is one of the 





that has won wide 





popularity by its con- 





tribution to the sales 





success of many glass- 





packaged products. 
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E @ U | PM E N = The factory that is equipped for 


quality production on a low-cost basis is a good factory to tie to 
for cap supplies. In the new factory of the Owens-Illinois Closure 
Company are row upon row of these marvelous high-speed 
metal-stamping presses—just one example of the latest automatic 
equipment characteristic of this plant. Our exceptional research 
facilities develop economies that consistently give our customers 
the benefit of quality production at low cost. Obtain further in- 
formation from any branch office of Owens-Illinois Glass Com- 
pany, or write Owens-Illinois Closure Company, Toledo, Ohio. 
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Cosmetics by Chryson 


BY EVE MAIN 


ORN in Hollywood, and until recently sold only 

on the Western Coast, Chryson cosmetics in their 
ivory, buff and gold boxes and honey colored jars are 
now traveling the land achieving an unprecedented 
customer acceptance in a highly competitive market. It 
all began when Chryson, Ltd. wanted to find something 
to keep its sales representatives and manufacturing force 
busy throughout the year. Through fifteen years of well 
directed effort Chryson has become firmly established 
in Christmas card and stationery business and during 
that time has built up an organization well equipped 
to handle a year around product without the necessity 
of increasing personnel or overhead. Its Christmas 
cards and stationery are distributed through a corps 
of sales representatives all over the country to a clien- 
tele that reads like a Who’s Who, sprinkled with such 
names as Vanderbilt, Rockefeller, Chrysler and famous 
stars of stage and screen. These representatives contact 


clients by appointment only, made either by telephone 
or letter, and in no instance do they sell from door to 
door. Because of this personal merchandising they are 
in almost intimate contact with hundreds of thousands 
of the elite, prominently wealthy and famous people, 
but selling efforts have heretofore been restricted to 
certain seasons of the year. The cosmetic line was created 
to level out the peaks and valleys of seasonal selling. 

Chryson’s use of cosmetics as a business builder-upper 
was by no means a haphazard choice. It was an out- 
growth of a strong conviction that women of discrimi- 
nation have never been completely satisfied with run- 
of-the-mine beauty preparations previously offered. 
Therefore, Chryson directed its attention to the accom- 
plishment of an ensemble of beauty requisites that 
would not only compare favorably with the most exact- 
ing standards, but would attain a degree of quality 
never before reached. 


In counter display an ensemble of the Chryson packages permits an arrangement that attracts immediate attention 








JUNE 1936 37 














I 


VEPEREEEEELL! 

















-. 























































































— 











emcee 
aermenssnetneinen 


| 







certs cerns enna 








naan ati meno ae 





Distinguished by original features of convenience and appearance, Chryson 
packaging was not the result of haphazard planning. A study among con- 


sumers obtained opinions on which the designs were based; the results have 
ustified this procedure and won unqualified acceptance from both distributors 
1nd users. Family resemblance of color is carried through labels, advertising 
booklets, announcements and enclosures. Illustration on opposite page shows 
Junior and Senior Ensembles together with the introductory kit and one 

of the face powder boxes 

















No expense was spared in the company’s quest for the 
finest, purest and most scientifically correct preparations 
worked out on the theory that each skin is different and 
each type needs its own specialized treatment. For that 
reason Chryson cosmetics have been grouped and clas- 
sified in simple but effective treatment form according 
to the nature of the skin they are intended to benefit. 
All are products of the laboratory of a physician and re- 
search chemist, and combinations of creams and lotions 
for unhealthy skin were formulated by one of the best 
known skin specialists. 

Realizing that packaging such a line was of tre- 
mendous importance, and rather than depend entirely 
upon its own judgment, Chryson sent out question- 
naires to a representative list of its clients all over the 
country asking them what type of package they liked 
best, what sort of package they disliked and why. An- 
swers indicated that women felt some cosmetic packages 
already on the market were much too feminine while 
others were too severe. Based on these opinions, Chryson 
designed its packages along smart, modern lines, prac- 
tical and convenient to use, simple in character yet 
feminine enough to give definite appeal. A combination 
of ivory, buff and gold papers with brown lettering was 
selected because it was considered an esthetic arrange- 
ment of color sure to harmonize with any scheme of 
decoration in boudoir or bathroom, and because it 


more truly represented the degree of quality always 
associated with Chryson products. 

The number of items in the line has been kept at a 
minimum to guard against a confusion of sizes and 











shapes in powder boxes, cream jars and lotion bottles. 
Specialized treatment preparations for daily use are 
planned to accomplish desired results in the least possi- 
ble amount of time. 

Chryson packaging is distinguished by original fea- 
tures of convenience and appearance. The powder is 
packed in non-sift boxes that can be tossed into a trunk 
or suitcase without danger of spilling or sifting out 
onto clothes. The non-sift arrangement consists of a 
rubber pad about a quarter of an inch thick, covered 
with satin, which occupies practically the entire area 
inside the cover and forms a tight-fitting stopper when 
the cover is closed. An envelope type flap snaps onto 
the body of the box keeping it firmly closed, and a 
little ribbon tape extending from the point of the flap 
provides a sure grip for pulling it open. This non-sift 
feature is used only on the two regular sizes of powder 
box which are covered with smooth ivory paper with 
buff and gold trim. The lovely kneeling figure, which 
has been Chryson’s insignia for many years and was 
brought along to the cosmetic line, is die-stamped in 
brown directly on the paper cover while a narrow strip 
of gold paper with the shade of powder printed in 
brown separates the figure from the Chryson signature. 

Cream jars come in two-, four-, eight- and sixteen-oz. 
sizes and are accorded a treatment that raises them 
above the level of contemporary jars, particularly for 
display purposes. Ordinary opal jars with black metal 
covers, purchased from Hazel-Atlas, are delivered to 
Chryson in Hollywood where they are turned over to 
the Overglaze Specialty (Continued on page 108) 
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Up-to-date packaging of liquors 


By ELLIS BENJAMIN* as told to FRANCIS A. WESTBROOK 





HE PRODUCTS of Ben-Burk, Inc., of Boston, are 

the Old Mr. Boston brands of dry, sloe and orange STORAGE 
gin; apricot, blackberry, cherry and peach nectar and 
rye and bourbon whiskies. These are put up for the 
trade in four standard sizes of bottles which are inter- BELT 
changeably used for each product. The sizes are half- 
pints, pints, fifths and full quarts. Active and successful | 
merchandising efforts have been made, with the result 
that the business has grown satisfactorily and the out- — 
put is such that the bottling operation demands the use 
of automatic machinery, as well as the reduction of STORAGE 
manual handling to a minimum. What has been done = 
by the management is interesting as it shows how stand- 
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* Superintendent, Ben-Burk, Inc., Boston, Mass. 
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. Diagram showing arrangement for me- 
1 handling of packages. Fig. 2. Double- 
veyor belt supplying cases to filling 
3. Two gravity roller conveyors for 
cases from storage floor above to the 
Switch at left background shunts 
the upper conveyor to distributing 
conveyor as wanted 
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Fig. 1 


ard equipment can be adapted to the needs of the 
individual user. It is worth bearing in mind, too, that 
when reference is made to equipment, more than just 
automatic bottling machinery is involved. That is, con- 
veyors, motors, scales, lift trucks and so forth, all play 
their part in the reduction of labor and the efficient 
operation of the packaging end of the business. That 
such operation is efficient is shown by the fact that it 
is possible for a carload of empty bottles to arrive, be 
filled and shipped out, in another car, within three 
hours of operating time. 

In order to discuss the provisions made for efficient 
packaging it will be worth while, in the interest of 
clarity, to sketch briefly just what the arrangements are. 
Reference to the diagram shown in Fig. 1 will facilitate 
this. Shipping containers (re-shippers) printed for Ben- 
Burk products and filled with empty bottles are re- 
ceived at the freight siding and are taken to the upper 


SPIRAL 


CHUTE C4 
- 





— 


LOADINGS RAILROAD 
UNLOADING SIDING 
DOCK 








Hoors of the large building by means of an elevating 
conveyor, where they are stored. From this point the 
containers are delivered to the filling lines, as needed, 
by conveyors. Cleaning, filling, capping and part of the 
labeling are taken care of by automatic machinery, but 
some of the final steps in completing the packaging are 
taken as the bottles travel on a conveyor at the end of 
the machinery line. Here the bottles are placed in car- 
tons, which are sealed and then travel by means of con- 
veyors and spiral chutes to the shipping department, 
where they are weighed and marked for shipment. The 
layout is simple and direct; there are no crossing lines 
of travel and the production is something like 13,000 
cases per day. 

There are two complete lines for automatic filling 
of the packages as well as a considerable amount of 
semi-automatic equipment which is about to be re- 
placed with other machinery of the most up-to-date 
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type. This is due to the growth of the business, and the 
fact that experience has shown that the production ob- 
tainable from the latest machines is three times that 
secured from the semi-automatic machines for about 
the same amount of floor In addition, the 
amount of breakage and waste is less, the filling is 
more uniform as to quantity, the packages are cleaner 
and better in appearance, and much better control is 
possible all the way through. In other words, the case 
for the most modern equipment in a plant of this type 
with large production is beyond question. 

With this bird’s-eye view, let us see just what equip- 
ment is used to obtain these results. Empty bottles in 
the re-shippers are received on the freight siding and 
as the cars are unloaded the cases are placed on a bar 
elevator which raises them to one of the three upper 
floors of the building which are used for storage space. 
The storage capacity is about 100 carloads, and it is 
planned to keep approximately this amount on hand 
at all times. As shown in Fig. 1, the cases are shunted 
from the elevator at the third floor to a gravity roller 
conveyor which delivers them to a belt conveyor. ‘The 
latter is a double-deck affair by which the return run 
of the belt is made use of to carry the cases to the rolle 
conveyor which supplies the filling machines. ‘This 
arrangement is shown clearly in Fig. 2. 

\t this point let us consider a few of the engineering 
features of this set-up. In the first place the elevating 
conveyor which brings the goods from the freight plat- 
form is driven by a 5-hp. direct-connected gearhead 
motor and is capable of delivering 1200 cases per hour. 
The rollers for the gravity conveyor have ball bearings 
as have the rollers for the belt conveyor. In fact, this 
is true for all the conveyors which will be mentioned, 


space. 


filling 

> start of packaging operations. Fig. 5. 

capping operation on filling line. Note 

sad conveyor located under the ceiling for 

empty cartons. Fig. 6. Labeling operation. At 

right is the alternator for delivering the bottles 
in two parallel lines to the belt conveyor 


Fig. 4 


MODERN PACKAGING 


and of course that makes it possible to use smaller 
motors than would otherwise be necessary for the drives 
of the belt conveyors. Thus the 20 in. wide double- 
deck belt which may be carrying cases on both levels 
at the same time and is 100 ft. long, extending the 
whole length of the room, is driven by a 114-hp. motor, 
of the gearhead type with direct drive. 

As the cases come in they are taken off by hand and 
stacked on each side, the conveyor being located in the 
center of the floor space. The different sizes of bottles 
are, of course, grouped together, and in addition to this 
they are grouped according to the markings on the 
cartons which have been previously printed for the 


Fig. 5 

















various products which Ben-Burk puts out. The incom- 
ing cases are on the upper level of the conveyor, from 
which it is easy to remove them. When empty bottles 
are needed for the filling operations, they are placed 
on the lower level. This work is greatly facilitated by 
the use of short sections of roller conveyor which are 
placed with one end near the stacked cases which are 
wanted and with the other end resting at the side of 
the belt conveyor as shown in Fig. 2. The cases are 


simply placed on the short roller section and slip down 
to the belt and are 


carried away to their destination 





Fig. 7. At the left is the belt conveyor with two parallel lines of 
finished bottles and the operator on each side. At the end of this 
are two men, one on each side, who are placing the packages 
in the cartons which are delivered to them by the overhead con- 
veyor. To the right is another similar packaging line 


without further and canvas 
belt is used here. 

The lower level of the belt conveyor leads to a short 
gravity roller conveyor and chute through the floor to 
two gravity roller conveyors which distribute the cases 
to the packaging production lines. There is a switch 
below the floor which shunts the cases to whichever line 
they are to go. This switch, shown in Fig. 3, is a sub- 
stantial, well-built piece of equipment operated by 
cables from the storage floor. 

Fig. 4 shows the beginning of the bottling line. The 
operator turns the cases upside down and the bottles 
slide out. He then places each case on a conveyor which 
travels overhead and delivers it to the other end of the 
line where the filled bottles are replaced in each. This 
conveyor consists of a short booster driven by a 34-hp. 
explosion-proof direct drive gearhead motor, and rollers 
for the rest of the distance. Actually this conveyor serves 
two bottling lines and is located between them. 

The empty bottles are placed on the short chain con- 
veyor of the automatic machine by a girl operator, as 
shown in Fig. 4, and are then vacuum cleaned and 
vacuum filled. The filled bottles then pass on a chain 
conveyor to the screw capper (Fig. 5) and from there 
to the labeling unit (Fig. 6). A man is stationed to 


handling. A 5-ply rubber 


watch these automatic operations, although he does not 


have much to do, the bottling being provided with 
automatic check safeties which prevent machine break- 
age or material spoilage. 

Each complete bottling line consists of three units 
which have been carefully synchronized. The bottles are 
transferred automatically from one unit to the next 
without operators. The first unit is the vacuum cleaner- 
filler in which the bottles are handled in groups of 15 
to 18 depending on the size. Dry vacuum cleaning of 
course comes first and then the vacuum filling. The dry 
cleaning avoids the danger of wet bottles which might 





Fig. 8. Special chute from packaging floor with gravity roller con- 

veyors delivering the cases to the scales. At the extreme right is 

a shed platform loaded with cases and about to be hauled away 

with a lift truck. At extreme left is the short booster conveyor to 
deliver cases to the freight siding 


cause trouble, especially when labeling. Handling the 
bottles in groups results in slow machine operation 
while at the same time the output is exceptionally high. 
This naturally makes for smoothness and long life be- 
cause the machine is not traveling fast. 

The second unit is the capping machine which pro- 
vides automatic control of cap and bottle feeding so 
that if there is no bottle in position, no cap will be 
delivered, and vice versa. The caps are merely dumped 
into the hopper and are automatically sorted and fed 
to chucks which grip them and apply the exact tension 
wanted. This tension is easily adjustable. 

The third, or labeling unit is interesting because of 
its simple straight line construction. This allows ample 
time for accurately registering each bottle, applying 
the glue to the bottle, and then applying the label to 
the glue-covered part and, finally, carefully wiping and 
pressing the label. 

From the labeling the bottles come out on another 
chain conveyor and then pass through an alternator and 
on to the 20-in. belt conveyor. The alternator is driven 
and timed by the labeler. This is an interesting ar- 
rangement because it takes alternate bottles, as they 
come from the labeling operation, and places them on 
opposite sides of the belt. Thus the products emerge 
from the automatic operations (Continued on page 105) 
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BY HELEN HUTSON WEBER 


he MOST of us the Queen Mary, which reaches 
these shores on June 1, is synonymous with size. 
Thousands of lines of print have told us of her gross 
tonnage, her displacement, her length and other—to 
most of us complex—statistics concerning this latest 
monster of the seas. The ultimate in luxury transporta- 
tion, her coming will be signallized by fresh outpourings 
of news. Even the boys on the editorial desk will fulmi- 
nate learnedly on the progress of navigation since first 
the Savannah successfully negotiated the Atlantic under 
steam power. 

Representing as she does the entry of the foremost 
British shipping line (a merger of the two veteran or- 
ganizations, Cunard and White Star) in the race for 
world supremacy in transatlantic travel, every detail of 
this Queen of the Seas has received the most rigid at- 
tention and review. The traveller in his sumptuous first 
class cabins will expect the utmost service and the repu- 
tation of the line rests upon his verdict. 

Just as that celebrated army of Napoleon travelled on 
its stomach, the transatlantic traveller may be said to 
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float on the ocean on that portion of his anatomy. So 
then, the Queen Mary’s cuisine will play a part of the 
utmost importance in establishing her reputation in 
what is perhaps the keenest competition the commercial 
world affords. 

Few of her passengers will probably ever penetrate 
into those compartments, many decks below her water 
line, designed for the storage of her food supplies. Few 
will take particular interest. However, the properties 
of ocean air to whet the appetite are notorious, and 
even the most prosaic diner ashore becomes a veritable 
gourmet with the dropping of the pilot. Appetites be- 
come gargantuan and the vacationer from Kokomo is 
heard discoursing learnedly on the filet of sole at the 
Marguary. To the selection, preparation and service of 
food, then, her owners have devoted the same care and 
meticulous attention to detail which the design of her 
huge engines, her complicated steering gear and her 
delicately adjusted communications system received. To 
insure the service of food with flavor unimpaired by 
those deadly enemies, salt air and moisture, the line 












































specified the utmost precaution which science has de- 
vised in packaging. 

In constructing the Queen Mary, special compart- 
ments were designed to provide for the maintenance 
of uniform temperatures at exactly the degree to insure 
maximum preservation. Air conditioning machinery 
maintains temperatures in the various compartments at 
from 38 deg. F. in the case of fresh fruits to 2 below zero 
for the frozen puddings and ice creams. To the captious, 

















to insist on special packaging of food stuff to be stored 
in compartments such as these—equipped with every 
possible device to maintain even temperatures—it might 
seem to be a case of painting the lily. Nevertheless, this 
is exactly what Cunard-White Star Line has done in 
many instances. 

To cite one case: The firm of Huntley and Palmer 
has for years, and justly so, enjoyed a world wide repu- 
tation for its crackers, bis- (Continued on page 103) 
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Drug stores and cigar stores are pushing razor blades in “twenty- 
fives” and “fifties” these days at the lowest prices on record. Yet 
price alone isn’t enough and competitors vie with each other in 


package design and re-use ingenuity 


HE DEVELOPMENT of elaborate, ingenious and 

re-usable packages is commonplace in fields where 
large profit margins obtain. One expects them there 
and their absence becomes something to inquire about. 
But when prices are low and sinking lower, when the 
item offered is a bargain in its own right, the package 
is seldom called upon to perform much more than its 
protective and product-carrying functions. All the more 
noteworthy, therefore, are recent developments in razor 
blade packaging incident to the price war or “quantity” 
war now prevalent in this field. 

For razor blade packaging is something that, until 
recently, was as standardized as the packaging of cigar- 
ettes or chewing gum. Blades were sold in quantities of 
five or ten to the package, were individually wrapped 
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Shaved-prices develop package ingenuity 


in waxed paper and inserted 
in printed envelopes and then 
grouped into cartons or wrap- 
pers holding five or ten inner 
packages. This was true of al- 
most all of the widely known 
brands of single edged and 
double edged blades. Package design, likewise, was 
fairly standardized. In fact, such firms as Gillette held 
on to designs that were definitely outmoded largely be- 
cause of the recognition value of the old features and 
standardized color schemes. 

Enter the average chain store today, however, and 
you will be confronted with one or more varieties of 
blades in packages of shape and size and construction 
such as you have never seen in this field before. Instead 
of packages of five or ten blades measuring about one 
inch by less than two and from an eighth of an inch 
to about a quarter of an inch in thickness, you find 
packages of twenty-five blades and fifty blades, not two 
or three or five times as large but twenty, fifty and a 
hundred times as large! “Something is wrong” you say. 
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“Isn’t there a law against false bottoms? Isn’t there a 
Federal Trade Commission?” 

But your fears are unfounded. For all of these pack- 
ages, from the simplest carton to the most elaborate 
set-up box—and the group includes everything between 
these extremes—are distinguished by one thing in com- 
mon. All of them contain a reservoir for used blades. 

It must be admitted that such a reservoir may be of 
decided usefulness. Any man’s wife will testify to the 
troubles she has had with old-worn-out rusting blades 
found weeks later on the top shelf of the medicine cab- 
inet. Rumor, in fact, holds that some states grant 
divorces on razor-blade evidence alone. Yet, at the same 
time it must also be admitted that the addition of a 
blade reservoir does make twenty-five or fifty blades 
look like a great big bargain in a great big package. 

And therein lies the designer’s problem. For he must 
create a package that will provide more than a mere 
assortment of blades. He must package both blades 
and space. He must create a design which will be fool- 









The Paragon package is three-fold as to 
contents—razor, blades and blade reservoir 
—and is of the two-tier type. The Guardsman 
and Pioneer cartons each incorporate the 
“partition” idea for the used blade receptacle 


proof, sturdy enough to go through excessive handling 
on the counter and still be able to stand a long period 
of use in the wet hands of a shaver. The variety of ways 
in which designers have solved the problem is truly 
startling to consider. In a single tour through New York 
drug stores seven such packages were found within half 
an hour, each differing in some essential detail of con- 
struction from all of the others. 

Perhaps the finest from the point of view of applied 
surface design is the package for Guardsman blades. 
his consists of a sleeve, printed in red, black and blue 
on a white background, and fitted over an ingeniously 
folded tray. The front portion of the tray holds the 





unused blades in standard wrappings of a design similar 
to that on the outside sleeve. Behind this section an 
extension of the back end of the tray folds forward to 
form a top to the reservoir for used blades. The sides 
of the tray are cut down slightly to provide slits through 
which the blades may be inserted into the reservoir. 
While the board of which the tray and sleeve are made 
is of light weight, the construction is such as to warrant 
the assumption that the package will stand up until the 
full complement of twenty-five blades has,entered the 
reservoir. The package is wrapped in transparent cel- 
iulose and thus withstands store handling. 

Of different shape, design and construction is the 
folding carton developed for Pioneer blades. Here a 
lift-flap at the top of the carton opens to disclose the 
blades and reservoir. This flap is, in reality, an exten- 
sion of the side or end flap so that the reservoir section 
underneath is formed by what would normally be the 
top of the carton. The blades are held in a vertical 
position, the full complement (Continued on page 102) 


These three illustrations show the razor 
blade packages, pictured on the op- 
posite page, in their “opened” posi- 
tions—ready for use. Note that each 
incorporates a reservoir for used blades 






































Blending product and package essentials 


Development of package assembly used by Foods, Inc., followed research 
and study of consumers’ requirements and resulted in unqualified ac- 
ceptance of product. Each item of the Foods line of pickles maintains 
its own uniform count, method of packaging and individual formula 


EALIZING that there had not been a major 

change in the manufacture or packaging of pickles 
in nearly a century, the creators of Foods Pickles spent 
many months in critical surveys and carefully made an 
analytical study of the consumers’ needs. Segregating 
these requisites the following essentials were taken into 
consideration: Eye-appeal, quality, size of container, 
closure, label, type of merchandise and price. It is in- 
teresting to note just what the findings of Foods, Inc., 
as the result of these studies, were. 

Eye-appeal can be broadly defined. It is an elusive 
something which, nevertheless, is tangible and plays 
an important part in the sale of every product. Webster 
does not give a definition for eye-appeal but it is gen- 
erally accepted as referring to that which attracts. When 
a firm decides to laboriously hand-pack and carefully 
place pickles which have been graded and matched for 
size, as against throwing them in or merely filling the 
container, it either has consciously or subconsciously 
attained eye-appeal. 

It is commonly understood that the average Ameri- 
can family consists of five people. Through actual test 
and experiments the company discovered that the aver- 
age individual will consume about two ounces of sweet 
pickles at one meal. This being a fact, a 12-02. jar was 
chosen as being the ideal size to package. 

Credit goes to the General Glass Company in pro- 
ducing the glass container which is used. A number of 
important fundamentals had to be considered. The 
adaptability of the jar itself was a prime requisite in 
its selection. Its sparkling, faceted sides lend an ap- 
petizing appeal to the products within. 


Closures of “Non-Annoyance” Type 

Many of us have had occasion at one time or another 
to get a chuckle out of the various cartoons depicting 
the tragedy of Mr. or Mrs. attempting to open a jar of 
pickles, olives or preserves. The creators of Foods 
Pickles had a mental picture of these tragedies when 
the type of closure was discussed. Phoenix Metal Cap 
Company proved without question that its experience 
was invaluable, and the two-piece cap now used on the 
12-0z, jar answers the problem. First a disc is vacuum- 
ized and after the package has been securely sealed, 
washed, polished and labeled, a second cap is spun on. 
This second closure is a domed, no-knurl cap, beauti- 
fully lithographed. 

The Foods emblem is emblazoned in red and gold 
upon a background of ebony black. In its present form, 
a package which embodies easy opening features is 
offered to the housewife. An easy twist of the fingers 
exerting only the slightest pressure removes the top cap 
which in turn serves as an adequate re-closure after the 
disc has been removed. No tools, no maimed hands, no 
scratched fingers, no loss of contents, no cuss words. 
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A thing of beauty is the label. Not gaudy or glamor- 
ous, not pallid or ineffective, but, rather, sane, digni- 
fied, quietly appealing to the eye of the prospective 
buyer. To The Foxon Company goes credit for the 
production of this gold foil label, lithographed in black 
and red. It was designed with an eye to harmoniously 
balancing the package. 

Possibly the most abused word in the English dic- 
tionary is quality. The creators of Foods Pickles 
realized that all their efforts in regard to eye-appeal, 
closure, label and adaptability of package would have 
been in vain if the quality failed to fulfill the promise. 
Perhaps no other phase received more time and con- 
sideration than quality. “Taste will long be remem- 
bered after packaging and price is forgotten,” and giv- 
ing consideration to that wise axiom only the finest 
ingredients were considered. Aromatic spices blended in 
just the proper proportions combine to impart to each 
package desirable flavor and bouquet. 


Creating “Appeal” Merchandise 

To merely package another jar of pickles was to have 
followed the “hum-drum” methods which have been in 
vogue as long as any of us can remember. To make 
radical improvements called for outstanding manufac- 
turing ability and the knack of giving vision and im- 
agination full play. The company reasoned that the 
type of merchandise must adhere to the essential re- 
quirements of the staple product, but by that same 
token of reasoning it was its desire to create merchan- 
dise which would strongly appeal to the finer sensibili- 
ties of the modern purchaser. In its present form a few 
of the outstanding items in the line are: Stuffed Burrs, 
Orange Pickle Straws, Spiced Watermelon, Gherkins 
and Kumquats, Sweet Gherkins and Midget Burrs. Each 
of the items maintains its own uniform count, method 
of packaging and individual formula. 

The producing kitchens at New London, Wisconsin, 
are models of cleanliness. Local labor is carefully trained 
to handle this exacting work and the raw materials are 
gathered from far and near, to be blended into these 
delicacies. Distribution is maintained through retail 
merchants throughout the country and their customers 
agree that the line richly deserves the appellation “the 
Aristocrat of Pickles.” 

Shown in full color, the Foods, Inc., packages may 
be seen on the front cover of this issue. As already 
pointed out, these packages are not the result of a 
planning which considers only a part of the elements 
that enter into the assembly of the entire package but 
represent a whole-hearted attempt to harmonize and 
coordinate all. And when this sort of procedure is fol- 
lowed, full advantage is taken of that merchandise 
impetus which the package alone can supply. The ex- 
ample here set can be followed profitably by others 
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For the annual Girl Scout cooky sale, Paul Ressinger invented and 
patented an unusual container. The body of the box is a circular cor- 
rugated sleeve with plain caps used at either end to close the sleeve. 
A narrow strip of paper in a shade of orange is placed down the side 
of the box and carries the Girl Scout insignia, the name of the designer 
and the Schulze Baking Co., who supplied the cookies for the sale. 
Atop of this ensemble is a neat white loop handle for carrying 


Virginia's French Dressing now appears in a glass container in a stock 

design produced by the Packaging Research Division of Owens-Illinois, 
and a black Caseal double-shell cap. Label and neck-band were de- 
signed by Mrs. L. B. Whitfield, Jr., proprietor of Virginia’s Products, Inc. 


A one-pound unit featuring a wooden box with foil wrapped cheese 
within has been introduced by the Shefford Cheese Co. for its Cumber- 
land cheese. Outside wrapper is a cardboard sleeve with a handy tab 
for easy removal. Box was designed by the Flack Advertising Agency 


John Le Croy & Son decided on a distinctive and convenient package 
for pepper. Its shaker package was designed by the Packaging 
Research Division of Owens-Illinois. Domed metal cap, emerald green 
container and colorful metallic label 
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Compromise between new and old is 

accomplished in Colgate’s new laven- 

der smelling salts package. The label 

has just a touch of the old, is handy to 

use and carry and has a quick-open- 

ing Durez screw cap molded by 
Closure Service Co. 


Something new in purse-size perfume 
packages is announced by Ve Nards. 
These containers cannot be broken 
with even the roughest treatment 

they are molded (by Wheeling Stamp- 
ing Co.) of special moisture-resistant 
Durez in black and green. Containers 
incorporate dispensing orifice reducers 


The Gorham Company is announcing 
two new silver patterns, each accom- 
panied by a new streamlined 1936 
chest. Incidentally, Gorham recently 
won an All-America award for its 1935 
chest. Since 1922, nine awards have 
been given for these chests. Paul F. 
Donelan, director of advertising and 
sales promotion, says these chests 
have actually sold hundreds of sets 
of silverware and that they constitute 
a powerful force in Gorham promo- 
tions. The 1936 chests accompany 
Eventide, a new sterling pattern, and 
Rosemont, a new silverplate pattern 
















A new Matchabelli sachet box was fea- 
tured for Mother's Day. The box was 
produced by The Warner Brothers Com- 
pany. Each box contains sachets of dif- 
ferent colors and different odors 


Lentheric’s Miracle flacon is a replica 
in crystal of the cap of a Grecian column, 
echoing the classic lines and graceful 
scrolls. Enclosing the flacon is a purse 
type box which had its inspiration in the 
smart Parisian evening bags 


A dual-purpose Bakelite tumbler (prepared 
for the Minimax Company, dental manu- 
facturer) holds 25 cartridges of local an- 
esthetic, and may be used thereafter for 
home or office use. The Harry Davies Co. 
molded the tumblers. Phoenix Metal Cap 
Co. furnished the special vacuum caps to 
match. John Wertheimer is responsible for 
the design 


Lylian Bell created Germaine Monteil’s 
bon voyage basket--an original greeting 
to the Queen Mary. This basket has been 
received with great enthusiasm by the 
utstanding stores throughout the country 
ind has received the acceptance and ad- 
miration of the English company launch- 
ing this famous ship 
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When the man from Owens- Illinois 
comes into your office he has important 
business to discuss. Your talks with him solve 
many of your problems. 

He is a man of good judgment, backed by a 
company experienced in the entire range of 
packaging. He has an immense amount of in- 
formation about packaging and its relation to 
sales in your business. He tells you a definite 
story, making every minute you spend with 
him worth your while. 

He offers a Complete Packaging Service 
capable of shouldering your entire packaging 
problems. He shows you most convincing 
evidence that Owens-Illinois is equipped and 








qualified to handle every phase of your pack- 
aging from the specification of the most 
suitable, most salable container, through the 
design of label, selection and supply of cap 
and proper liner, right through to design of 
the proper shipping containers. 

Furthermore, he tells you about the extra 
facilities which Owens-Illinois makes available 
to packers in glass through its Packaging Re- 
search Division—a division of Owens-Illinois 
where you can tap a constant stream of time- 
saving, money-saving developments. 

It’s well worth your while to talk with the 
man from Owens-Illinois. 


Owens-Illinois Glass Company, Toledo, Ohio. 


COMPLETE PACK 
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The Classic, (Design Patent No, 94824) left, and 
the Modernistic, (Design Patent No. 86565). 
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For Bulova Watch Company, Arrow 
Manufacturing Company designed 
and produced the special display and 
utility case, shown in closed and open 
positions. A metal foil display card 
fits neatly in place on the cerise and 
black velvet covered box 


Subtle discrimination in every element 
of its design has given the Lippincott 
Distilled Dry Gin package an air of 
distinction and quality. Developed for 
Lippincott Cordials, Inc., by the Pack- 
aging Research Division of Owens- 
Illinois Glass Company 


The new Rytex ink packages harmon- 
ize perfectly with Rytex stationery and 
match the inks (in color) which each 
contains. Six shades are available: 
Patio red, Pampas green, Bermuda 
blue, Ceylon brown, black-an’-blue 
and Corsican violet. The bottles are 
sealed with Phoenix ST caps. Photo by 
courtesy of Heetfield Tillou 


A new type of coffee package has 
been developed for the Royal Coffee 
Company. Glass Containers, Inc. (divi- 
sion of Fibreboard Products Inc.) 
makes the jar, which is capped with a 
glass closure in deep blue made by 
Technical Glass Company. A rubber 
band, around the neck of the jar, pro- 
vides the seal 































































A new style of container which, by its unique 
structure, steps out of the ordinary folding 
box class was designed through the coopera- 
tion of F. M. Howell & Co. for Utica & Mo- 
hawk Cotton Mills. It is known as Cleanseal 
Pak. Packing two sheets and four pillow 
cases to a Pak the ideal unit is obtained 


The Silex Company recently adopted an 
attractive Reynolds Metal slip-over shell for 
the gift packaging of Silex Coffee Makers. 
This is designed to transform the regular cor- 
rugated shipping container shown on the 
right, into an attractive gift package 


Brooks & Porter, Inc. developed a colorful 

window carton, in two sizes, used to show 

and sell Du-Tone Shelf Edging. The product 

is new and is made with specially processed 
Cellophane 


C. W. Smith Co. introduces its new Rite-Well 

ink package, featuring an ink well in every 

bottle. The ink well, which is press-fitted into 

the neck of every bottle, is molded of acid- 

resistant Durez. The molded screw cap is 
also of Durez 
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Cuprinol Inc. for its preservative for woods 

and fabrics uses the clever display carton 

shown. It holds six cans conveniently and 

easily sets up on the counter. Design is 

patented and made by Stone & Forsyth 

Co. The cans are manufactured by Ameri- 
can Can Company 


It takes only a few seconds to transform 
the new shipping case in which Chore Girl 
kitchen cleaning pads are shipped to the 
dealer into an attractive floor display 
stand. This new combination shipping 
case and display stand is designed and 
produced by Robert Gair Co. 


It is easy to see that the corrugated ship- 
ping box (produced by The Hinde & 
Dauch Paper Co.) was designed to do 
more than to merely transport one dozen 
cans of Zy-Ky hand cleaner from the fac- 
tory to the retail trade. The Zy-Ky ship- 
ping box is printed in attractive colors to 








tie-in with the design of the individual 
cartons 
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Below: Shu-White, a white shoe cleaner, 
put out by the Arthur W. Hahn Company, 
has just appeared in a new display, de- 
signed and produced by Eastern States 
Carton Corporation. In little more than 
lipstick size, Shu-White offers a white shoe 

cleaner with brush attached 
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Exclusively for men 


product’s own color as seen through the glass 
bottle, setting off the white portion of the 


When men need—but hesitate to use—a product styled 
for women, a line designed and packaged with “male 





appeal” in mind opens up new markets for an old firm 


HE FIRM of Ogilvie Sisters is one of the older or- 

ganizations in the hair-preparations field, its prod- 
ucts enjoy a wide following, held both through retail 
store sales and through a group of company-owned 
salons located in several of the principal Eastern and 
Mid-Western cities. 

Although many of its products are of equal benefit 
to men and women, and though some are, in fact, 
planned particularly for male scalp conditions, the com- 
pany has found that sales to men lagged far behind the 
proportion they should have assumed, largely because 
men hesitated to patronize a salon frequented by 
women and hesitated to purchase products packaged 
with the feminine appeal in mind. Thus, after ample 
consideration of the pros and cons involved, the firm 
decided to attack the problem by organizing a subsid- 
iary that would serve men only, gearing its advertising 
approach, its sales methods and its packaging to the 
necessities of the male market and the vagaries of the 
male mind. 

As a first step in this direction, a men’s salon was 
opened in the central New York City business district 
and the Ogilvie Sisters’ products subjected to revision 
with the resulting development of a line of preparations 
suited to male needs. Under the banner of the “Ogilvie 
Method”, then, it became necessary to plan a series of 
packages that would translate—in terms of bottles, 
closures, labels and boxes—the male approach to the 
package as well as the product. Designer C. O. Wood- 
bury was consulted and a color scheme selected with 
a view towards attracting male eyes and satisfying male 
tastes when the packages were shown. 

As the designs grew, on the drawing board, they dis- 
closed a series of white, black and red labels, relying 
for their effectiveness largely upon a well-balanced use 
of type and dispensing with illustrations entirely. Each 
emphasized the word “Men’s”, in black on a white back- 
ground; each resembled its mates closely with the ex- 
ception of changes of product name. And—with a view 
towards making the store-sold package an advertisement 
for the salon—each featured a red-reversed panel bear- 
ing the company name and the address of the New York 
men’s salon, easily legible. 

With these labels as a focal point, a series of modern 
designed bottles and jars was selected, the molded 
closures of which were in the same shade of red as the 
reverse panels of the labels. Thus, each completed pack- 


age consisted of a red cover, a background of the 


The Ogilvie Method package family is strong on resem- 
blance, each label being essentially identical to its 
mates with the exception of a change of product name. 
The Ogilvie travel kit holds one bottle and one jar firmly 
in place in spite of any baggage smasher's efforts 


label, and a_ colorful, clean-looking label 

which cast the greatest importance on the 

word “Men’s” and upon the firm name and 
address, thus creating a striking ensemble. 

Eschewing the fancy approach, these packages stand 
out—in the stocks of department and drug stores—by 
virtue of their simplicity and neatness. The eye of the 
male, searching for a hair or scalp preparation, is thus 
led from more gaudy and elaborate products to these 
“sound-and-sensible” items. (Continued on page 102) 
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1 box serves successively as display, container and pipe-rack. That it serves well is indicated 
g and exceeded sales quotas. It is manufactured by the Eastern Box Company and designed 
and the executives of the William Demuth Company and the Grey Advertising Agency 


Re-use doubles the sales quota 


Planning for utility in close relation to the prod- 
uct has brought Royal Demuth pipe sales be- 
yond a six-months’ quota in three months’ time 


HE DEVELOPMENT of re-use or gift packages has, 
in the past, been principally along the line of com- 
bining two closely related or unrelated objects into 
a sales unit—one serving as a package for the other. 
This tendency has been particularly notable in the 
field of men’s wear and acccessory packaging, where 
belts have been marketed in cigarette boxes, golf balls 
in cocktail shakers, garters in ash-trays or key-holders. 
In all these instances, the only point of relation be- 
tween the package as a product-in-itself and the princi- 
pal article of merchandise is in the fact that the use 
can, presumably, use both. Because of the fact that 
many golfers don’t drink, that many wearers of garters 
own acceptable key-rings, that many belt-wearers have 
homes overstocked with ash-trays—in short, because it 
is impossible to select any pair of unrelated objects 
which all prospective purchasers need and want at the 
same time—manufacturers have been obliged to expand 
their lines to offer more than one type of re-use con- 
tainer. Thus, in spite of the proven effectiveness of such 
merchandising, in spite of its manifold advantages, the 
method has the great handicap of tending to put a 
manutacturer into the business of selling a host of 
unrelated products under the guise of packages. 
In contrast, some manufacturers have sought to gain 
the advantages of re-use packaging, without its disad- 
vantages, by planning their containers for a utility 
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Closely related to the use of the product itself. Most 
notable among recent examples of this trend of 
thought—both from the viewpoint of successful de- 
sign and from that of phenomenal sales achieve- 
ments—is the package developed for the Royal 
Demuth pipe line of the William Demuth Co. 

Like all such achievements it is the product of many 
minds, the package having grown through the efforts 
of the company itself, its advertising agency and _ its 
boxmaker, from a raw idea to a finished entity; beauti- 
ful, useful, the worthy subject of an extensive adver- 
tising and merchandising campaign. Yet, perhaps the 
one element essential to its success is found in the orig- 
inal germ of an idea: the development of some kind 
of a container for a pipe that would have an after-use 
in close relation to the pipe itself, and aid in building 
customer good will. 

As a container, the Demuth package consists of a 
green leather covered box with a lid attached by means 
of two double-riveted, engraved metal straps. Gold em- 
bossing, of a crown design suited to the “Royal” name 
of the pipe itself, adorns the lid and matches the tone 
of the metal-strap hinges. In its closed position, the 
box resembles a fine tooled leather chest or ciga- 
iette container, an object that might well adorn the 
best appointed desk or table. 

In the store, however, the box assumes another func- 
tion—that of display. Here, the lid is lifted upward, 
but faced forward, so that the leather-and-gold outside 
surface is visible. This reversing of the lid is made pos- 
sible by the unusual strap-hinge arrangement, and thus 
the cream-colored, velour-lined, inner tray is provided 
with a rich green-and-gold background that greatly en- 

















hances the appearance of the pipe itself and prevents 
the prospective-buyer’s eye from roving beyond the 
package to any other distracting object that may be 
located nearby. 

Thus far, we have merely a well designed and well 
executed container. But upon turning the over 
and moving the hinged lid around to the back—presto 
—a complete pipe rack comes into being. This is formed 

part by the lining of the inside of the hinged-lid, 
in part by the formation of the bottom of the box, both 
of these being made of heavy-wood-grained leatherette, 
shaped and built-up over layers of die-cut boxboard. 
Provision is made for four pipes, each being held 
the ideal, slanting-upright position. The rear portion 
of the box-bottom (now become the pipe-rack “top’’) 
is made of a flap of leather covered board, so hinged as 
to permit the box-lid to lock into position under the 
edge of the forward section with its pipe-holding de- 
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By this means, a suitable degree of sturdiness 
is achieved for the container and its contents. 

So much then for the box itself. It will be noted that 
it serves a function closely related to that of the pipe. 
In fact, it actually enhances the usefulness of the mer- 
chandise. It will also be noted that, in keeping with 
its permanent position in relation to the pipe, both in 
the store and in the home, the box is an outstanding 
example of quality in construction, emphasizing the 
quality of the product and the value of the two items 
combined. 

Armed with this selling tool, the William 
Company commissioned its advertising agency 
pare and place a campaign stressing the features of 
both pipe and pipe-rack. Then, more as a matter of 
hope than expectation, a quota was set, for the first 
six months’ somewhat higher than the 
previous years. If the box (Continued on page 101) 
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Plastic boxes 


from stock 
molds 


SHEET FIVE 








Here is a group of interesting utility boxes available without mold costs to manu- 
facturers with a suitable product to fit these re-use containers. They may be had in 
a variety of attractive colors and the plastics themselves give a feeling of permanence 
to such packages that assures a continued use long after the product has been con- 
sumed. In writing for samples and prices please mention both sheet number and 


item number for identification. 


40. Memo tray and clip box 54, in. by 3% in. with 
1% in. inside depth 


41. This is the inside rack for the above sewing box 
Number 42); compartments have a depth of about 1% 


42. Sewing box with well designed cover and indi- 
vidual compartments molded into the base of the box; 
in inside fitted compartment (shown below) sets on 
these base partitions; the box is 8!4, in. in diameter 
by about 3% in. overall height 
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10. Flat box 344, in. square, and separate lid with 
molded handle; inside depth of box is 1°44 in.; overall 
height, 174, inches 

11. Box with grooved border on lift-off cover; 314,4 
in. long by 2'%,% in. wide by !1*4, in. inside depth; 
overal! height is 1% inches 


Address all inquiries to Plastic Box Department, Modern Packaging, 
425 Fourth Avenue, N. Y. C. All molders are invited to send sample 
boxes from stock molds to appear on this page as space permits 







































speaks his mind 
BY ARTHUR H. VAN VORIS* 


AS a retailer, I am happy to express the honest opin- 
ion that manufacturer packaging and carton display 
have arrived ata high stage of development. For not only 
are there ever so many products that come to us today 
in attractive garb, but even beyond this point of art 
and artistry the packaging helps to sell the merchan- 
dise and, naturally, this is of interest to us. 

Ours is a hardware store and, in fact, has continu- 
ously been a hardware store since 1862 when the struc- 
ture was erected. It has been under its present owner- 
ship for more than forty years and, coupling this with 
the fact that an average hardware store carries a stock 
of between three and four thousand different items, it 
appears safe to present under the 
premise that we are fairly familiar, at least, with the 
type and kind of packaging and displaying used by 
many different manufacturers. 

It would be a simple task to step just a few feet from 
my office desk, walk down a store aisle to the display 
case section and point out more than a dozen or even 
more than a score of display cartons now located on 
the top of these cases and make the candid comment 
that these displays were more than go per cent respon- 
sible for the sale of their respective merchandise con- 
tents. By this I mean that they are so cleverly devised 
as to pattern and eye-appeal that they literally make 
their own sales to store customers. 

Quite naturally, such well planned pieces make fon 
repeat sales and, by the same token, they bring repeat 
orders to the manufacturer. 

I could pick out twenty or thirty card or carton dis- 
plays on the top of the glass counter cases that are 
ordered and re-ordered over and over again for the 
simple and yet effective reason that their contents enjoy 
a splendid turnover in sales. 

If I were a manufacturer, I should want to know il 
Cobleskill, N. Y. 
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Plastic wood, states the author, is a marvelous seller. He 


attributes this to the counter carton. Shinola uses the dis- 


play carton shown for different types of cleaners and 
polishes. The Remington display (below) sold paring knives 
in a remarkably short period of time 


any of my products fitted into one of these categories 
of fast-moving items and all such items would surely 
have suitable package displays arranged for them before 
they were shipped to jobber or retailer. Definitely, | 
could select many articles which might well enjoy a 
fast rate of turnover in a hardware store, but thei 
turnover is not rapid because the manufacturer “hid 
their light beneath a bushel” before he ever shipped 
them from the factory that made them. 

Generally speaking, our quick sellers among packaged 
merchandise are’ items of low cost and of more or less 
general household use, need or application. 

May I illustrate this by mentioning two or three of 
these best-sellers—all three allied products—liquid glue, 
liquid solder, mending cement? As to retail price, one 
sells at fifteen cents a bottle, another at twenty cents 
a tube and the third at twenty-five cents a tube. Of the 
three, are you not somewhat surprised when I tell you 
that the second listed item is the best seller? I raise 
the question because it would almost appear that more 
folks would find a use or need for glue or cement rather 
than liquid solder. I believe, however, that I can ac- 
count for our sales on this latter item from the fact 
that of the three it has the best counter display. It 
the dealer on a (Continued on page 99) 


comes to 


JUNE 1936 61 











Two views of Shelf Appeal’s display of the 1935 All-America packages as shown at 
the Exhibition Room of the Metal Box Company, Queens House, Kingsway, London 


The All-America in England 


O TWO of its British contemporaries, MODERN 
PACKAGING is indebted for excellent publicity on 
the 1935 All-America Package Competition. 

Shelf Appeal devotes a special section in three colors 
in its April issue to illustrations and text on the win- 
ning packages, and supplements with an exhibit in 
which the packages are featured at the Metal Box 
Company's Exhibit Room, Queens House, Kingsway, 
London, to which invitations have been sent. 

Commenting on the competition, Shelf Appeal states: 
“To English manufacturers it does seem that packag- 
ing competitions, properly run, do definitely stimulate 
interest, put manufacturers and suppliers on their toes 
and give business a picture of trends in a very impor- 
tant section of marketing. True, English packaging has 
not quite reached a point at which an English packag- 
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ing competition would be of real value, but that the 
interest is there is shown by the attendance of over a 
thousand at Shelf Appeal’s exhibition of American 
prize-winners last summer and what looks like being an 
even larger one at the exhibition now on view. 

“What one notices about most of the prize-winning 
jobs is that each pack has had real hard thought put 
into its design; its construction has been gone into in 
detail, right down to pourer gadgets, non-dripping lips 
for bottles, sealing devices for bags, re-use possibilities.” 

From May 11 to May 2g, an exhibition of the All- 
America packages was held by Packaging Review in its 
offices, First Avenue House, High Holborn, London, 
and this exhibit was then transferred to Old Colony 
House, South King Street, Manchester, where the pack- 


ages are being shown (Continued on page 97) 
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Paint packages 


invade drug stores 
BY MARCY BABBITT 


HEN a paint package receives the beneficent 
influence of modern design; moreover, when it is 
designed to stand up favorably against a display of 
tooth-paste, cosmetic, shaving cream, and soap pack- 
ages, it is cause for considerable comment and attention. 
Next to the hardware packages, the paint package is 
probably the most badly designed on the market today. 
The local paint store is one of the least exciting spots 
in the neighborhood. Lacking the vitality to attract 
attention to itself, the paint package offers little incen- 
tive for impulse buying. The ratio of prospective con- 
sumers who stop before a paint store window as against 
others in the neighborhood is pitifully low. 

The paint industry remains one of the few that has 
not felt the urge toward modern design. Paradoxically 
enough, this industry which packages the colors of the 
rainbow, has almost totally concealed the quality and 
purpose of its product beneath the dullness and 
fatiguing monotony of its badly designed packages. 
There are, of course, exceptions, like the Devoe & 
Raynolds Renulac package, and the Bass Hueter line 
of the National Lead Company (Pacific Coast Branch). 
Gimbel’s and Maey’s department stores have well de- 
signed packages. One or two of the Valspar packages 
and a few others have experienced modern design. But 
the average paint package is far from stimulating. 

Dominant, refreshing colors are notable by their ab- 
sence. So many elements on the package are battling 
for first place and scattering themselves all over the 
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surface that the result is one of confusion. Modern 
trade marking, modern lettering, modern treatment of 
the package, are practically unknown in this field. All 
of which is apropos of the admirable job on paint 
packaging accomplished by the Walgreen Drug Stores 
on its Dart’s paint line. This line of some twenty dif- 
ferent packages, first saw the light of day sometime last 
Spring. A new venture by the chain, it offered peculiar 
problems in design, in production, in merchandising. 

From a design standpoint, the company could not bor- 
row from existing paint packages. It had to create its own 
design technique. From a production standpoint, it had 
to make a decision on the use of lithographed contain- 
ers as against the paper label. From a merchandising 
standpoint, window and counter displays, booklets, etc., 
had to be produced in order to give the merchandise 
proper emphasis at the point-of-sale. 

Actually, the Walgreen Company considers this job 
merely the addition of a new line for national distribu- 
tion through its stores, and the solution of the attend- 
ant problems not very much different from other pro- 
duction and merchandising problems. But from the 
standpoint of the paint industry, it offers a revolution- 
ary step forward in packaging. For, some manufacturers 
have applied effective design to one or two items in 
their line, principally to their (Continued on page 98) 
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Discuss new problems of lithographers 


Annual convention considers plans for coordination and ex- 
tension of efforts in sales, new markets, educational activities 
and research. Window display survey to show quantity and 
quality of circulation to be beyond expectation of advertiser 


OLDING its thirty-first annual convention at The 

Greenbrier, White Sulphur Springs, W. Va., May 
12, 13 and 14, the Lithographers National Association 
elected the following officers for 1936-1937. P. N. Cal- 
vert, Reserve Lithograph and Printing Co., president; 
William Ottmann, U. S. Printing and Lithograph Co., 
vice-president; Milton P. Thwaite, Dennison & Sons, 
lreasurer; Maurice Saunders, secretary; W. Floyd Max- 
well, assistant secretary; Percival D. Oviatt, counsel. 

Mornings only were devoted to the presentation of 
addresses and discussions, while the afternoons were 
given over to golf. The annual dinner was held ‘Thurs- 
day evening. The speakers program was as follows: 

Tuesday, May 12. Welcome to Members and Guests 
by P. N. Calvert, president, Lithographers National 
Association, Inc. “Responsibilities of the Advertising 
Agency to its Clients in the Planning and Purchase of 
Lithography” by Gordon C. Aymar, art director, Black- 
man Advertising, Inc. ‘Profitable Selling” by ‘Thomas 
H. Beck, president, Crowell Publishing Co. 

Wednesday, May 13. “How Lithographers and Bank- 
ers Can Cooperate” by W. H. Neal, vice-president, 
Wachovia Bank and Trust Company. “The Packaging 
Field—A Market for Lithographers” by D. E. A. Charl- 
ton, editor, MODERN PACKAGING. “Hit-or-Miss Selling— 
\ Hail and Farewell” by Philip Salisbury, executive 
editor, Sales Management. 

Thursday, May 14. “Educational Activities of the 
Lithographic Technical Foundation” by Alfred E. 
Rode, president. “Progress of the Window Display Sur- 
vey” by Dr. Miller McClintock, director, Advertising 
Research Foundation. “Property Rights in Ideas” by 
I. W. Digges, attorney. “Lithography, the Trade, and 
the Trade Paper” by Johnson Rogers, sales manager, 
Drug Trade News. “What Does the National Advertiser, 
as a Buyer, Expect from Lithographers?” by Paul B. 
West, president, Association of National Advertisers. 

“While it is too early to promise results from the 
window display study,” Dr. McClintock said in his ad- 
dress on Thursday, “there are a number of basic things 
which we have already confirmed in our own minds, 
and which we have substantiated factually. 

“Window display is a definite traffic and trade mech- 
anism. It is an advertising medium which carries the 
message of trade to moving buying power. That moving 
buying power is primarily the flow of buying power 
involved in the immediately adjacent or nearby side- 
walk traffic.” 

One thing certain to appear from the study, Dr. Mc- 
Clintock said, is “that whatever we do is going to show 
a quantity and quality of circulation, a visibility value 
and a total available circulation which is certainly 
going to be far beyond the expectations of the average 
advertiser at the present time.” 
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Dr. McClintock pointed out that initial plans for 
window display research are being tested in special 
markets. The first test city was Allentown, Pa., follow- 
ing which the work has been practically completed in 
four other major Eastern markets. After these studies 
have been completed, a meeting of the joint committee 
will be held to discuss principles and practices, and to 
further define operations before the study is applied 
to additional cities. 

Among charts which Dr. McClintock displayed was 
a base map of Allentown, the actual counting stations 
taken there and the actual counts shown by key num- 
bers. “It would be possible from this chart alone for 
anyone interested in window display in Allentown,” 
he said, “to determine upon any location on any busi- 
ness street in the community the exact amount of cir- 
culation available.” 

It is planned to produce as a result of this study some 
sort of publication, Dr. McClintock said. “In the first 
part of this publication there will be set forth as com- 
plete an analysis of the whole window display mechan- 
ism as had been used in the past and as now used and 
as may be used in the future, as possible; in other 
words something that may make it possible for the 
buyer of advertising service to get a complete and in- 
telligent picture of what this medium does for other 
people and what its capacity is to do things for him.” 

In another section, he said, “We intend to develop a 
simple formula whereby through a simple knowledge 
of a retail trade outlet and a very few factors any sales- 
man or any national advertiser can report to his central 
office the quality of the circulation available. 

“Any study of this kind often has implications be- 
yond the particular ends which we have in mind. The 
end here was to solve some of these basic problems in 
window display, to present an intelligent view to the 
buyer and seller of the service of the joint interests 
and activities, the values in it, and to present a circula- 
tion basis for the entire medium. That is all we aimed 
to do but it now is apparent that we are going beyond 
this, because it has been impossible to collect even the 
primitive information regarding individual outlets 
without making available a knowledge of point of pur- 
chase problems, heretofore never understood.” 

The window display research started out with a 
budget estimate of $47,000 to do the study on a national 
basis, of which $40,656 has been collected. Of that 
amount, the lithographic industry has contributed 
somewhat more than half, $21,701. 

Brokers contributed $2,945; mounters and finishers, 
$1,945; installation services, $5,600; manufacturers of 
accessories, $1,000; chipboard manufacturers, $400; 
paper manufacturers, $2,100; Lithographic ‘Technical 
Foundation, $250. 














HERE was a time when the maker of shoe polishes 

could plan his year’s merchandising campaign by 
taking his previous year’s plan and re-dating it. Shoes 
were shoes and polishes were polishes—and that was 
about all there was to it. But today, and particularly in 
the summer months, shoes are a major part of the style 
picture and every season produces a new crop of head- 
aches (some call them opportunities) for the polish 
and cleanser supplier who makes a bid for business. 


“SHINOL4 


LEANER 
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No longer is a woman content to purchase a polish or 
a cleanser, as such. Instead, she wants, demands and gets 
a material specially compounded for, let us say, a “ma- 
rona brown glazed leather” or a dressing for a “demi- 
glazed black boarded” leather. All of which, translated 
into terms of selling effort, means that polishes and 
cleansers must be sold by trained demonstrators backed 
by soundly planned merchandise displays. Busy feet 
and delicate summer styles can be counted upon to 
create an ample /atent demand. But active demand and 
brand preference can be achieved only by explanations, 
consultations and demonstrations. 

Viewed in this light, it is easy to understand why the 
maker of Shinola preparations concentrates his greatest 
sales efforts into the point-of-sale displays that back-up 
and aid the demonstrator. It becomes easy, too, to un- 
derstand why every unit of every display is a complete 
display in itself as well as a part of a general scheme. 

The firm’s display units fall within three groups: 
window displays, demonstrator-counter arches and sales- 
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Displays to back-up the demonstrator 





counter-displays; the first two being intended primarily 
for syndicate store and department store use, the latte 
having application principally among the better class of 
independent retailers and department stores. 

For the 1936 summer season, when sales are concen- 
trated among the bottle and tube white shoe cleaners, 
five units are used for window displays. Four of these 
are die-cut flats, easel supported and lithographed in 
full color. These may be used independently or as side 
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wings to a larger, three-dimensional unit. This larger 
unit, measuring about three feet in width and of equal 
height, uses a full color illustration lithographed into a 
stage-like setting in a blue and black frame border. 

Within this frame and set to the rear about three 
inches, is a lithographed panel of a tree and earth and 
sky. As part of the board forming the dark frame, is 
found an even more colorful reproduction of another 
tree trunk, with overhanging branches, to which is at- 
tached a die-cut hammock, the occupants of which may 
be seen with their backs to the audience and their white 
shoes in prominent view. The far end of this hammock 
attaches, by means of a small flap, to a slot provided 
for that purpose in the upper portion of the tree on 
the above-mentioned rear panel. So, under day- or 
night-lighting conditions, the three-dimensional effect 
is complete and—because of the clever planning of the 
colors used—startling in its effectiveness. 

An additional point of added effectiveness is gained 
by inserting into this natural scene a single line of let- 
tering set upon a ribbon running back of the two pairs 
of shoes. Emphasizing the guarantee, “not to rub off,” 
this device focuses attention upon the essential point 
of the display without requiring distortion of perspec- 
live or an artificial positioning of the characters. 

The demonstrator store display is of the counter 
arch type, consisting of two full color, lithographed 
pylons of triangular cross-section, supporting a single 
thickness arching panel. The uprights, by virtue of 
their triangular cross-section, not only produce ample 
support for the cross arch, but also present a prominent 
view to persons in the side aisles who find themselves at 
right angles to the front of the display. 

The third type of display, planned for retail counters, 
features the endorsement of Miss Ruth Kerr, style an- 
alyst of the Calf Tanners Association. In general adver- 
tising and circulars designed to accompany this counter 
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unit, readers are informed of the advice service offered by 
Miss Kerr to users of Shinola products. ‘To harmonize 
with store fixtures, this display is constructed of three-ply 
veneer, decorated in natural wood tones, mahogany and 
gold. The illustration is a photographic reproduction. 

It will be noted that, in none of the displays de- 
scribed, has the attempt been made to “sell on sight.” 
The firm wisely recognizes that a large proportion of 
its potential customers will require demonstrations be- 
fore buying and that such demonstrations are desirable. 

The demonstrator’s counter arch, lithographed in 
seven colors, was designed by H. Hymer and manufac- 
tured by McCandlish Lithograph Corporation. Display 
sets—there were thirty-five thousand made—were de- 
signed and lithographed by Kruger and Lehnhardt, Inc. | 
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BY A. G. HELLER* 


HE PURPOSE a display is to sell goods. No 

matter how beautiful a display may be, no matter 
how fully it may arouse the admiration of the passerby, 
unless it very definitely provokes an increase in sales, 
it cannot be considered a successful display. Therefore 
in preparing any display advertising, the advertiser 
should ask himself these important questions: 

Is my display striking enough to “stop” them? 

Is my message convincing enough to “sell” them? 

If a display does not completely satisfy one or both 
of these points, sales results will fall short of expecta- 
tions. The more attention attracted, the more goods are 
certain to be sold, assuming that the product has a 
proper measure of merit. 

It takes little reasoning to appreciate that when a 
sales message is dramatized in “motion,” the greatest 
public attention is created. The greater the attraction 
value, the greater the sales value. Motion _— a uni- 
versal language. Everyone is attracted by Everyone 
is influenced by it. If an advertiser has a aa that 
has been selling with “still’ display, then he has a prod- 
uct that can be sold, with quicker speed and in greater 
volume, with motion display. 

Chis thought should be kept in mind. A good “mo- 
tion” display, first, and above all else, must be a good 
“still” display. Motion is added simply to attract greater 
attention, thereby enabling the “‘still” part of the dis- 
play to do a better selling job. There is nothing new 
about motion display. As with radio, “motion” has al- 
ways been with us, in one form or another, but not 
until recently have improved mechanisms made the use 
of motionized display a practical, efficient and econom- 
ical medium of display. 

Window displays become more effective, more inter- 
esting when dramatized, by “action,” in much the same 
way that a demonstrator gets quicker interest and better 
sales results than just a cold, inactive display of the 
display of today must be 
planned from the viewpoint of “will it sell” rather than 
“will it be admired.” Window display today, and in the 
future, must be dramatized so as to command the pub- 
lic’s attention in this fast-moving age. Beauty for art’s 
sake is out. Real merchandising steps into the picture. 

Motion display is rapidly becoming the nearest media 
to human salesmanship the world of advertising has 
ever known. During the years to come, it is destined to 
win more consumer interest and create more sales of 
merchandise, than any other form of advertising. 

Failure to include “point-of-purchase” display, in 
which motion plays some part, is to ignore the most 
forceful sales factor and will fail of development of 
To make any motionized display a 


merchandise - itself. The 


maximum results. 
dividend-paying investment requires that certain fun- 
damental principles of merchandising be followed. 


*Motion Display Division, United States Printing & Lithograph 
Company 
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Motion display—a dynamic sales medium 
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\ display that is actionized by so-called “tricky” 
“mystery” mechanisms—that attracts attention to “what 
makes it go,” rather than to the product advertised—is 
bad merchandising. Such a display defeats the very 
purpose for which it is intended. Motion display will 
function at its highest peak only when a good idea, a 
good design, and a good mechanism are all synchronized 
into one complete and effective selling unit. Motion as 
a dynamic force in attracting attention, in producing 
sales, has finally asserted itself through the development 
of some of the finest types of display ever conceived. 

Evidence of the fact that the world is becoming more 
conscious of the value of motion display, is attested by 
the fact that last year hundreds of thousands of dollars 
were invested in such displays by national advertisers. 
Jot down the names of some of the most successful 
national advertisers, whose sales show the greatest per- 
centage of increase, and that list will represent many 
who are users of some type of motionized display. 

During the next few years, more and more adver- 
tisers will recognize this new power to sell, and the new 
prestige that comes with its use. And the organization 
that has the ability to develop this new factor in dis- 
play, is opening the door to the greatest sales opportu- 
nities that ever came its way. Authentic proof that 
motion display attracts more people and sells more 
goods, at a lower cost, than any other advertising 
medium is substantiated by the following tests. 

Attraction Value. Careful tests on the attention value 
of motion display have been made by prominent adver- 
tisers. In making these tests, a display was shown in 
windows of high-spot locations. The display was shown 
on certain days, and on alternating days the 
These advertisers, 


as a “‘still”’ 


same display was put in “motion.” 
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according to a survey that appeared recently in the 
Adcrafter, reported that the increase in the number of 
people who “stopped” to look at the displays on the 
days they were in motion, ran from 805 to 2417 per 
cent. This survey proved that an average of 1647 per 
cent more people were attracted by the “motion” dis- 
play than by the “still” display. 

Sales Value. A recent survey made by the research 
division of the U. S. Printing & Lithograph Company 
showed that national advertisers reported as high as 
500 per cent increase in sales, as a result of using motion 
displays. The average increase in sales of all advertisers 
reporting was 268 per cent. In a test, a prominent 
advertiser picked 100 neighborhood stores. In the win- 
dow of each of these stores was placed a good “still” 
display. After two weeks, this still was replaced by the 
same display in motion. Carefully checked results 
showed that the “motionized” display sold from 5 to 9 
times more goods, per week, than the “still” display. 

Long Life. While you first think of a new display 
largely in terms of attraction and sales effectiveness, be 
reminded that your judgment of value should also con- 
sider the question “How long will it serve us?” 

It is well to remember that motion display plays an 
important part in your sales-promotion activities, for a 
longer time than any other type of display. Where a 
still display can rarely be used more than once, with 
one dealer, a motion display can be used over and over 
again, with many dealers. 
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As the eye is immediately attracted by a mov- 


ing body, so is the attention of the passerby 
instantly called to a motion display. The effec- 
tiveness of the display, as measured in terms 
of sales, is relatively proportional to its at- 
tractiveness and the impression of desirability 
for the displayed merchandise which are 
created or incorporated. The motion display 
must be ‘striking enough to stop,” “convincing 
enough to sell.” Photos by courtesy of National 
Carbon Co. (Eveready and Chesterfield dis- 


plays) and U. S. Printing & Lithograph Company 
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Out in front means up in sales 


IGHT appeal has become one of the most powerful 
factors in selling. The store of today, with its rapid 
turnover, is no longer the slow-moving business place 
where the storekeeper or salesman can spend an hour 
with each customer. Once again, therefore, necessity has 
mothered invention. In this case, it has fostered amazing 
strides in the development of practical, profitable store 
displays of various kinds. 
That this type of visual sales appeal is profitable is 
readily proved. Naturally, the manufacturer's first in- 
terest is to see that his displays are used. Attractiveness 
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and “selling ability’ are the qualities that win the 
dealers’ prompt acceptance. Next, he must be assured 
of the display’s continuous use. Durability is an essen- 
tial factor. In answer to these problems, many manufac- 
turers are making use of metal displays. 

Che final proof that store displays are practical must 
come from the men who use them. Let us follow the 
metal display through a few case histories. Here is a 
brief resumé of the merchandising plan of the Gerber 
Products Company, makers of baby foods, reported by 
Kenneth Baker, sales promotion manager: 

“We have used 20,000 of these racks with excellent 
results. An actual comparison of Gerber Foods sales 
through distributors who have had racks for a sufficient 
length of time to supply a basis for figuring shows an 
improvement in sales of exactly 2734 per cent. 

“Naturally the trade is enthusiastic because, to sum- 
marize, the rack distinctly separates the nine varieties, 
corrects the tendency of the small cans to topple when 
handled, and lets the dealer know at a glance just what 
his stock of any particular variety happens to be.” 
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The manufacturer of drug products has an even more 
pressing problem. The retail druggist handles thousands 
of items. Display pieces, to appeal to him, must be right, 
from his point of view. Let’s study the case of Becton, 
Dickinson and Company, manufacturers of hypodermic 
needles, etc., a product which might easily remain hid- 
den in the drawers of the store. Edward T. T. Williams, 
sales director, says: 

“To have retail druggists take our related group of 
high profit, slow-moving professional items out of draw- 
ers and place them on the counter, and to keep them 


hy 


there in a display case of dignified appearance, was our 
problem. The case was offered to retail druggists free 
with an order of $25 net. 

“Result: Of the four thousand display cases ordered, 
two thousand were placed in less than six months. 
Druggists report that our products are moving more 
actively where displayed. Furthermore our present type 
of display case is being distributed to an extent 300 per 
cent greater than any previous display case of ours.” 

The size of a product noticeably affects the display 
problem. Electric irons might suffer in unseen silence 
were it not for an ingenious display piece. The Cole- 
man Lamp & Stove Company, however, got its electric 
irons “out in front.” Here is a report from A. W. Boyer, 
of that company: 

“The problem in connection with the use of this 
stand, and which it is hoped that the stand will, in a 
measure, help to overcome, was in persuading the 
dealer to get his Coleman electric irons out and on 
display, demonstrate them and show what they would 
do in the way of saving current and saving the user 
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money. Too often our salesmen would go through a 
complete demonstration with the dealer and urge him 
to put in a display, and even go so far as to put in a 
display for the dealer. But quite frequently that was 
the end of it. Since we sell these displays to a deale 
we wanted him to have something in which he would 
have an investment and would feel he should make use 
of. We include the display stand on our jobbing sales- 
man’s catalog pages, and the salesman is urged to sell 
this display along with six or more irons so that the 
dealer will have something effective with which he can 
display, demonstrate and sell our irons.” 

When the A. C. Spark Plug Company wanted to 
intensify its Campaign on spark plug cleaning, a metal 
display was developed which not only showed the com- 
pany’s spark plugs to advantage, but also constituted 





a “work bench” for their spark plug cleaner. The effec- 
tiveness of this display is told in the following report 
from E. McGinnis, advertising manager: “Our problem 
in connection with the spark plug cleaning machines 
was, first, to keep the dealers active on spark plug clean- 
ing after they had purchased the machine as, like many 
other good service and sales tools, they are aggressively 
used for a month or so and then something else comes 
along and the item is put back in the shop and used 
only when needed. 

“The reason we brought out the portable cleaner 
display stand was to give the dealer a mass display that 
would keep the spark plug cleaning machine, and the 
idea of cleaning spark plugs, in front of him as well as 
in front of his customers. 

“The merchandising plan back of this display was the 
inclusion of the stand in a sales portfolio supplied to all 
wholesalers’ salesmen as a part of our 1935 advertising 
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and sales promotion program, which wholesalers’ sales- 
men went over with the dealers in the Spring of 1935. 

“The results obtained have been satisfactory. We 
bought about 10,000 and we have 60,000 outlets 
equipped with cleaners. This means a sale to about 20 
per cent of them, which on a stand of this kind can be 
considered quite good.” 

Chewing gum is a product which requires good dis- 
play. Here is the manner in which the American Chicle 
Company solved the display problem for its Adams 
chewing gum. 

The problem: ‘Vo obtain a unified display for three 
brands of gum in a prominent location and in the im- 
mediate vicinity of displays of other gums. 

The merchandising plan: The case was furnished free 
to dealers by sales representatives in those chewing gum 
outlets where display could be obtained. 

The result: The cases when filled are so attractive 
that they secure for Adams brands the counter space 
and display desired even on many of the best and most 
crowded dealers’ counters. 

Evidence of this type is positive proof that open dis- 
play pays. Dealers and manufacturers alike are exerting 
every effort to make sales easy for the customer. 
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four smaller displays consist of a single die-cut piece, which folds to provide a three-dimensional effect. The two larger 





e the same round section, mounted on differently printed bases, equipped with folded-back wings which serve as easels 
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Eye catcher displays that dominate 


HE need for a series of small and inexpensive dis- 
plays which would enhance the quality appeal of a 
(Hamilton Watch fairly expensive 
products was evidenced in two separate but related sales 


firm’s company) 
conditions. First, among certain dealers, particularly 
in small towns, purchases of stock are made in lots too 
small to justify the free distribution of displays of a 
more expensive nature. At the same time, the limited 
space and the varied stocks carried by such stores hardly 
permit of the use of larger or more pretentious display 
pieces. In the second instance, the company numbers 
among its dealers many who, while periodically using 
larger Hamilton displays and often giving over com- 
plete windows or sections of windows to Hamilton 
products, have the problem of displaying a smaller 
selection of Hamilton watches along with other mer- 
chandise at other seasons of the year. 

The solution was found by Charles Augustus, work- 
ing in close cooperation with The Foxon Company, 
fabricators of the displays, in a sextet of ingeniously 
die-cut, embossed foil units which, to quote E. N. Riv- 
enberg, advertising manager of the Hamilton Watch 
Company, “impressionistically put across the spirit of 
time and time keeping.” 

\ silver foil board was selected for the dominating 
note in order freedom from clashes with 
any other displays or merchandise that might be placed 
in close proximity with these small items. 


to insure a 
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Upon this background as a foundation, a design in 
black and gold was printed, which again serves to draw 
the eye. All six displays are built around a styled rep- 
resentation of a watch face which, while utilized to 
symbolize the product advertised, at the same time 
serves as a bull’s eye in focusing attention towards the 
copy printed in close juxtaposition to this central de- 
sign. Finally, to soften what would otherwise have been 
a harsh effect, sections of the design were delicately 
embossed, in simple pattern, thus breaking up a portion 
of the reflections of light and emphasizing other sw 
faces in which the silver was left unembossed. 

In the four smaller displays a three dimensional effect 
was achieved through the use of a single piece of board, 
so die-cut that the rounded, “watch” section moves 
forward about one-quarter of an inch, when the display 
is set up. Under even fair lighting conditions, this is 
sufficient to bring the central point of these displays 
into clear relief. 

The two larger displays consist of two sections of 
board. One, circular in shape, is slotted to fit over (and 
in back of) the other, which forms a rectangular box- 
like base with two clear-silver side wings. 

The reception of the display by dealers has been uni 
formly favorable, the company reports, and plans are 
now in work for the production of a series of similat 
types for Fall and Winter promotions and for the activ- 
ities of the next vear. 
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BY J. C. EANES* 


ERE are thousands of advertisers who blend their 
voices together in a common cry that can be heard 
from coast to coast, ““The waste in store display material 
is too great.” There are other thousands who are more 
broadminded and realize that there is waste in every 
advertising medium. They believe in the power of ad- 
vertising at the point-of-purchase. They accept the waste 
as a foregone conclusion (or give little or no thought 
to it) and are satisfied and willing to suffer from this 
monstrous mouth that gobbles up many dollars of the 
advertising appropriations. 

But as sure as there is a silver lining to every cloud, 
there is a bright side to the true story of advertising at 
the point-of-purchase. And here we should give thanks 
to those manufacturers who have not stopped with the 
realization that there is something wrong with displays 
and other advertising to be used by dealers in retail 
outlets, but have gone on to determine what was wrong 
and ways and means of finding a cure. 

That this has been accomplished is no trade secret. 
Advertising publications and trade papers in almost 
every branch of industry that deals with sales and dis- 
tribution are continually picturing such material and 
giving accounts of its sales-producing ability or its sat- 
isfactory results. But whether or not this wise invest- 
ment was the result of a guess on the part of the manu- 
facturer or the outgrowth of careful study and planning 
is seldom revealed. 

At this writing we have on our desk stag- 
gering percentages, facts and figures of 
many successful store advertising promotion 
campaigns; one of a manufacturer who 
started from scratch with a new product 
and successfully introduced and established 
it in the highly competitive breakfast food 
or cereal market. This was all accomplished 
through display advertising alone and 
without the aid of a radio, newspaper or 
magazine campaign. 





* Promotional advertising manager, The Niagara 
Lithograph Company. 


This box mount display, which 
helped grocers merchandise and 
sell canned pumpkins, gives 
evidence that the Loose Wiles 
Biscuit Company is really giving 
thought to its dealers’ problems 


Waste—the major fault with display 


Here is another. Again without the aid of a special 
newspaper, radio or magazine campaign we were able 
to trace to the efforts of one store display promotion 
over a half million dollars in sales. The most interesting 
and forceful fact about this volume was that it did not 
include reorders, dealers were not overstocked and it 
was secured at a cost of less than one-half of one per 
cent on sales. The proof that this point-of-purchase ad- 
vertising was properly handled is still more evident 
when we realize that these figures are the manufacturer’s 
selling price less discount, and represent goods of small 
unit price. 

But let’s not get ahead of our story. For just as doc- 
tors and scientists must spend years of research and 
study to find out what’s wrong with us mortals before 
they are successful in curing our ailments, so we have 
been forced to study what’s wrong with displays. 

We honestly believe that it is the result of this re- 
search and study that has made it possible for us to put 
our finger on the trouble, and in most cases suggest a 
remedy. However, within the limits of one writing and 
in an effort to keep our thoughts to the more general 
subject rather than specific cases, let us content our- 
selves by dragging out into the light and giving some 
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thought to a few of the wrongs about display or store 
advertising. 

For more times than we would care to tell, we have 
sat at the desk side of an unfortunate sales or advertis- 
ing executive and listened to his woeful tales of the 
“damnable waste” in  point-of-purchase advertising. 
Many is the time that a detailed description of a recent 
check on displays and other store advertising has 
spoiled what might otherwise have been a most enjoy- 
able lunch. 

Not once, but hundreds of times, we have suffered 
from the shock that comes as the result of an overdose 
of visits into the cellars and stockrooms of retail dealers. 
Here window displays, posters, counter cards, hangers, 
streamers, wall signs and floor stands are kept—many 
still in their original containers, others opened but 
unused and still others which had stayed less than a day 
in the store. All wasted, never to be given the oppor- 
tunity to do the real job that lies within their power. 

We have felt that same sickening feeling as we peered 
behind the scenes in the warehouses of wholesalers and 
saw thousands of dollars worth of old display material 
being destroyed because, for this or that reason, it was 
never distributed to the retail trade. 

Recently the story was told to us by a sales manager 
of how he was forced to walk through the pouring rain 
from the front gate to the home of one of his district 
sales managers because, as he later discovered, this em- 
ployee did not want him to see the cases of unused store 
advertising material stacked in his basement garage. 

“Treason,” you say may, “singling out this one man 
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The 1800 salesmen of the 
Loose Wiles Biscuit Company 
reached new records with the 
lisplay shown at the left on 
this page. Why? Because the 
benefits to be gained by both 
retailers and salesmen: was 
well dramatized. At right: The 
success of the new General 
Electric Mazda floor display 
gives evidence of the selling 
and merchandising ability 
built into it 





as a traitor to his company.” Then we are forced to 
repeat those historic words of Patrick Henry, “If this 
be treason, make the most of it,” for a trip through 
branch offices and into the homes of those widely scat- 
tered missionary salesmen will uncover a surprisingly 
large number of traitors in your own organization. 

Here let us pause for a moment and get a clear pic- 
ture of our goal. We have attempted to create and man- 
ufacture display material which will, we hope, be used 
successfully in retail outlets such as drug stores, hard- 
ware stores, groc ery stores, tc. 

Now let us get a clear picture of the conditions under 
which this material must be used. 

In the average grocery store we are told that there 
are some 3,000 items offered for sale, while the average 
drug store stocks upwards of 6,000 different items. Other 
types of outlets have been more difficult to estimate, 
but the inventories of some department stores have re- 
vealed well over 50,000 items. 

Consider these facts carefully, for they give conclusive 
evidence that each dealer can feature and display but a 
small per cent of the many items he carries. 

Now it is true that the turnover on many of these 
items could not be boosted to warrant even a small 
display showing, but in the great majority of cases sales 
and advertising managers realize that adequate display 
will increase volume, and each strives to have his mer- 
chandise featured as often as possible. With this realiza- 
tion comes increased appropriations to be spent for 
advertising and displays at the point of purchase, and 
thus today manufacturers compete for the dealer’s favor, 
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his window, counter and floor 
space on even a greater scale 
than they fight for retail out- 
lets and distribution. 

In this mad scramble for 
cooperation at the point of 
sale, most advertisers try to win 
their share by continually bom- 
barding the retailer with beau- 
tiful, full color material, novel 
constructions and tricky and 
clever display ideas, each try- 
ing to outbid competition by 
making his material more 
flashy or more elaborate. Why 
then, do we find so much of 
this material unused? Is it be- 
cause whatever space there is 
available in retail outlets is 
oversubscribed? 

While there is no possible 


In the upper Coca-Cola window dis- 
play coolness and refreshment have 
been successfully captured and dra- 
matized, while the one shown below 
tells the dealer's sales story in pic- 
tures and dramatizes the cheerful cus- 
tomer service and refreshment to be 
found at the soda fountain. Below: 
The purpose of this Pond’s counter 
jisplay is to feature Pond’s Powder. 
The store promotion behind the cam- 
paign was successful in putting (with- 
out great waste) both display and 

merchandise on the counter 
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way to determine the number of displays that could 
be used by any one type of outlet, neither can we esti- 
mate the number of displays supplied to any one class 
of retailer. If we could, there would be no way of equal- 
izing the supply and demand. 

However, our answer is that there is not a shortage 
of display space, for of the thousands of retail stores 
which have been under observation we have found very 
few who used enough, much less too much store ad- 
vertising. Then why, you ask, if Mr. Retailer has room 
to use our material does he merely glance at it and 
toss it into his storeroom, never to put it up? Perhaps 
the retailer may not like your product. He may feel 
that it does not pay him a fair profit. Or maybe he is 
partial to blondes while your displays feature brunettes. 

But the answer which will fit in nine out of ten 
cases, is that in most instances Mr. Retailer is not a 
merchandising or advertising man. He does not under- 
stand how this material is to be used properly. Surpris- 
ing as it may be, in all too many cases he does not 
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understand the effect its use will have upon his sales. 

In other words, when we, as manufacturers or adver- 
tisers buy our supply of displays, we are controlled too 
closely by the selling problems as they affect our prod- 
uct alone. This selfish motive makes us lose sight of 
these same problems as they affect the individual re- 
tailer, and therefore we seldom really understand him 
and the type of material he needs, nor does he under- 
stand us and the type of material we supply. 

\s a result of this situation, and because he is only 
human, Mr. Retailer takes the easiest way out. Rather 
than admit his lack of knowledge or study out the 
problem for himself, with one gesture he discards the 
display and with it the worry of why it should be used. 

This same thing is true of wholesalers and their sales- 
men, the sales managers and 
the salesmen under their direction. They of the selling 
branch do not understand us and our methods, and we 
of the advertising branch too often overlook their prob- 


manufacturer’s district 


lems and do not take them into account. 

Surely these people play a most important part in 
seeing that display material is properly used and not 
wasted. Then surely if waste is to be eliminated, their 
problems must be studied and the material created, 
manufactured and merchandised to advantage. 

Io those who believe that it is not important for 
these people along the line of distribution to know and 
understand, let us remind them that the selling of a 
product, from the first step, when wholesale distribution 
is established, down to the ultimate sale to Mr. o1 
Mrs. Consumer, is a specialized job of personal effort. 
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Knowledge and understanding is the only common 
meeting ground which can stimulate interest, arouse 
enthusiasm and account for more than a mediocre sell- 
ing effort given to the merchandise. 

Here let us point out that one of the greatest faults, 
one of the major wrongs with point-of-purchase adver- 
tising is that too much of this material is guessed at 
rather than created and designed to do a specific selling 
job. It is built on imagination rather than on a true 
knowledge of the conditions. 

But why should: this be, you ask, and where can we 
lay the blame? As the producers of most store adver- 
tising, many believe that the fault is with the lith- 
ographic trade. This is partly, but not entirely, true. 
It is true that visual pad merchandising and planning 
is the long suit of most creative lithographers. But let 
us look behind the scenes and see why, in most cases, 
they are forced to use the guess method of creation. 

When John Doe & Company wish to buy displays, 
they are fair prey for every lithographer within a two- 
day trip to their office. By permitting four, six or eight 
lithographers to compete for this business, Mr. Buyer 
has invited, if not specified, that his store advertising 
will be conceived by guess, created and bought by guess. 

Yes, conceived by guess. The lithographic salesmen 
rush in eager and willing to submit ideas. From a 
short, and usually inc \dequate, word picture these men 
get their facts—the product to be featured, the adver- 
tising slogan and maybe the copy slant. They are told 
what the advertiser likes and what he hopes to accom- 
plish. And, last of the usual procedure, they learned 
how much money is to be spent. 

Each salesman conceives an idea or two which he 
outlines with Mr. Buyer. Unable to do more than com- 
ment on the possibilities of this conception, Mr. Buyer 
agrees to look over several suggestions from each firm 


competing. Mr. Salesman (Continued on page 8o) 


The Loose Wiles Biscuit Company not only 
cashed in on the popularity of baskets with 
this display, but dramatized to the retailer the 
benefits he would gain by using this material 

















Tying package to display 


M LEONE BRACKER did a charcoal drawing sev- 
» eral years ago of “The Boy Lincoln at His 
Mother’s Knee” for the Lincoln National Life Insur- 
ance Company. The inspiration for the drawing came 
from the famed Lincoln utterance, “All that I am or 
ever hope to be I owe to my angel mother.” 

The Robert A. Johnston Company, candy manufac- 
turer, saw this handsome drawing which immediately 
appealed to it as a beautiful and perfect theme for the 
firm’s 1936 Mother’s Day campaign. The possibilities 
for using this subject were discussed with Lincoln Na- 
tional early in 1935 and the two companies decided to 
collaborate in the promotion of it for the following 
Mother’s Day. 

Johnston’s first application of the idea was made on 
its candy packages. A beautiful lithographed reproduc- 
tion of the charcoal drawing was made in sepia bearing 
a scroll with the words “All that I 
am or ever hope to be I owe to my 
angel mother.” This was cut to cover 
completely the tops of each of the 
candy boxes and was tied about with 
silk ribbon to the box which was 
wrapped in transparent cellulose. 

Next, was a large window cutout. 
This was lithographed in sepia, so 
that it appeared to be in an actual 
wood frame, and set up on an easel. 











The entire display measured 25 in. by 4o in. To tie 
Johnston’s packages up to the display, full color repro- 
ductions were made of two of the representative boxes, 
actual size, showing the candies. These constructed 
packages were included with each Lincoln cutout and 
flanked it in the store displays. Where windows were 
installed by a display service—and there were many— 
these displays were supplemented by dummy packages, 
all of which carried the Lincoln cover overlay. 
Reproductions of the Lincoln drawing were released 
to all rotogravure newspaper sections, and Mother’s 
Day copy, using the picture, was released to leading 
department stores. Lincoln National employed outdoor 
posters and magazine advertising picturing the Lincoln 
subject as a part of the company’s publicity program. 
An after Mother’s Day accounting shows that a num- 
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ber of the department stores ran the Lincoln advertise- 
ments, many roto sections carried the picture, a record 
number of dealers used the window display and the 
billboards spotted the country. Lincoln National agents 
visited Johnston accounts throughout the country com- 
plimenting dealers on their Lincoln installations and 
Johnston salesmen called particular attention to the 
Lincoln National relationship. Johnston reports that 
from present indications dealers moved 100 per cent of 
their Mother’s Day packages. Many were the favorable 
comments on the Lincoln boxes—a great percentage of 
customers said they intended framing the removable 
overlay for their personal use. 

A rather radical departure was made by the Johnston 
company in permitting the tops of its candy boxes to 
be completely covered. Past practice has been to main- 
of each package by having die-cut 
overlays. However, in this instance, 
it was felt that the Lincoln drawing 
was too handsome to deface in any 
way so that the usual practice, in 
this case, was not followed. 

At this writing, requests are be- 
ginning to come in from educational 
institutions, libraries and the general 
public for samples of the package 
overlays and displays which were 
seen during the campaign. 


tain the identity 
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Twenty thousand “beacon lights” to sales 


Careful planning for maximum merchandis- 
ing value has focused dealer interest on the 
Coty “Beacon-Light” display, and brought in 
over twenty thousand “deal” acceptances 


HE question, “How much can we afford to spend 
for displays?” rises, at every turn, to plague the 
merchandiser who recognizes the value of store display 
but who lacks a standard of measurement. Most firms 
know just what they can afford, per unit of sale, in 
terms of merchandise, packaging, advertising, selling 
expense, etc. But, when the same question is raised in 
regard to displays, only the vaguest answers are forth- 
coming—an inadequate solution of the problem. 

Phis is so, in part at least, because of the many func 
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tions which a single display or group of displays may 
be called upon to perform. Primarily, of course, the 
duty of a display is to increase sales from dealers to 
ultimate consumers. Unless the unit under considera- 
tion pays for itself on this basis, its other advantages 
will prove of little value. 

But in addition to the creation of direct and _ trace- 
able sales, the display unit has at least four other duties 
to perform, as follows: 

First: It may serve as the means of increasing the 
number of dealers stocking the line or some particu- 
lar item in the line. 

Second: It may serve to publicize the line itself, 
some special feature of the line or some special item 
in the line, among potential customers who are not 
at present in the market for the item. In this sense, 
the display serves as an institutional advertisement, 
gunning for consumer goodwill and later sales. 








Third: It may serve as a means of securing better 
window or counter position for the merchandise of 
the sponsoring manufacturer and thus give the line 
more opportunities to sell itself or gain “impulse” 
sales among its markets. 

Fourth: It may serve to enthuse and encourage the 
manufacturer's own sales staff and those of his dis- 
tributors, by giving them something new and differ- 
ent to sell, at a time when the familiar features of the 
line itself have begun to pall on them. 

Thus, by the measure of whether and to what degree 
a display fulfills these various functions (in addition to 
its primary “selling” function), the amount which can 
be advantageously spent upon each display may be 
judged. Obviously, under such conditions, that amount 
will vary largely not only with every product but with 
every display idea. 

An outstanding instance of the creation of a_profit- 
able, though inherently expensive, display is to be seen 
in the Coty Air Spun Sales Beacon, an illuminated dis- 
play planned by the Coty organization to aid in the 
promotion of its new “Air Spun” face powders. 

In this instance, the requirements set for the display 
—in addition to the actual creation of spot sales—in- 
cluded the attraction of consumer attention to the new 
type of product appearing in a familiar package, the 
securing of preferred display space for the entire Coty 
line, and particularly for the Coty face powder items, 
the creation of a visual impression of “Air Spinning” 





as a means of fixing the product in the minds of poten- 
tial consumers and the capitalization—at the point of 
sale—of a large advertising expenditure built around 
the “Air Spun” idea. Since the display—as is usual in 
such cases—was offered as a free gift in conjunction with 
a merchandise deal, the additional function of filling 
the dealer's shelves and rounding-out their stocks was 
likewise a paramount objective. 

To achieve these aims, the Coty designing  stafl 
planned a permanent, illuminated display that would 
fit harmoniously with the fixtures to be found in the 
average drug store, at the same time providing so out- 
standing an appearance as to attract all eyes and justify 
its title of “beacon.” ‘To this end, it was planned that 
the display reproduce—in exact but greatly enlarged 
replica—the details of the familiar Coty powder box. 
For this purpose a specially designed opalescent glass 


shell, in the shape of the box-top and seven inches in 
diameter, was manufactured. This was covered with 
decalcomania decorations, in the exact, orange, black 
and white color scheme of the standard box. The 
“decals” were baked onto the glass to insure a perma- 
nance of finish and to permit of washing of the dome. 

To support this replica, a molded phenolic base was 
designed, a specially created maroon molding material 
being used to insure harmonious blending with the 
store fixtures. Upon this base, decalcomania lettering, 
in gold, carries the message, “New Coty Air Spun Face 
Powder.” 

Within the base provision is made for a fifty-watt 
bulb. Upon the bulb itself, a small, metal, heat ac- 
tivated, spinning device is placed. The rising current 
(caused by the slight heat of the single bulb) is suffi- 
cient to cause this fan to revolve with a speed of forty 
or more revolutions per minute. Since the fan blades 
intercept the light of the bulb, an unusual effect’ of 
revolving lights and shades is projected upon the glass 
dome, and the idea of “Air Spinning” is thus conveyed 
in powerful visual impressions. 

The bottom of the base is left open, purposely, so 
that the display will be used—wherever possible—on the 
top of glass-covered counters. In such cases, a flood of 
light will be projected downward upon the merchandise 
displayed directly below the unit. 

Should counter space not be available in any par- 
ticular store, the display still serves all of its other func- 
tions. Placed upon an opaque surface, a large part of 
the downward directed light is reflected back into the 
dome and the remaining part goes out between the 
molded base and the counter or window surface to 
form a halo of light which further enhances the attrac- 
tiveness of the unit. 

Having thus symbolized and reproduced its merchan- 
dise, insured prominent position for the display unit 
and for the accompanying merchandise as well and, 
finally, created an outstanding eye-attracting store fix- 
ture, the question can well be raised, “Was it worth the 
expense? 

In attempting to answer this question, exact figures 
are, of course, not available. However, certain deduc- 
tions can be arrived at, from the figures at hand, which 
make possible an estimate of the effectiveness of such 
a display when it is put to work. 

In the dealer promotional broadsides, the display is 
listed as a free gift having a value of $5.00. Assuming 
this to be a retail value—the figure usually used in such 
cases—it can be estimated that the cost of the more than 
twenty thousand displays placed in stores—including the 
cost of their shipment, handling, etc.—did not exceed 
the usual wholesale selling price of such merchandise. 
Using this as a basis for estimating, the total cost of the 
displays was probably in the neighborhood of fifty to 
seventy thousand dollars. Though it must be remem- 
bered that the above figure may be far out of the way 
because of any number of other considerations. 

Granting, however, an expenditure running into sev- 
eral tens of thousands of dollars and certainly a higher 
expenditure than would have been entailed by the or- 
dinary display, what are the counterbalancing achieve- 
ments which compensate for this promotional expense? 

First of all, the display having been offered in con- 
junction with merchandise having a wholesale value of 


JUNE 1936 79 














$10.67 (to cite a specific case), a minimum imme- 
diate movement of goods—at the time of shipping 
the displays—of over a hundred thousand dollars must 
have occurred! Actually, this figure is in all likelihood 
much larger, since the minimum order justifying the 
free gift of the display was $10.67 and thus the average 
order probably exceeded this by a sizable percentage. 
Secondly, the firm of Coty has secured over twenty 
thousand permanent, preferred positions for the show- 
ing of its merchandise (since it may be expected that 
dealers will continue to use this display for several 
years to come). This is not only important as advertis- 
ing; it means that distributors’ salesmen have a figura- 
tive “foot in the door” of every dealer whenever they 
sell Coty items. . . 
Third, at a time when extensive advertising expen- 
ditures were being made to popularize the “Air Spun” 
features, and while no notable change has been effected 
in the appearance of the familiar package itself, con- 
sumer attention has been directed to the product at the 
point of sale in a way that has insured the utmost pos- 
sible effectiveness for the advertising expenditures. 
Thus, in the case of Coty’s experience, the answer 
to the question, “Does an expensive display pay?” must 
be a most decided affirmative. For while the firm has 
used and continues to use the familiar types of printed 
and lithographed displays, the addition of this perma- 
nent fixture—at this ttme—has meant the accomplish- 
ment of a job done by no other type of display. 
Credit to the following: Molding of display base, 
Mack Molding Company; molding material, The 
Resinox Corporation; glass dome, Hazel-Atlas Glass 
Company; decalcomania on base of display, Palm- 
Fechteler & Company. 


Waste—the Major Fault with Display 


(Continued from page 76) has conceived by guessing, 
what he thinks Mr. Buyer will like and buy. These 
conceptions are then turned over to the visualizer or 
art director. Mr. Visualizer is perhaps a total stranger 
to the John Doe Company. He is an outsider to whom 
Mr. Buyer’s immediate and individual problems are 
seldom known if ever understood. 

However, with a purely behind-the-drawing-board 
guess at the merchandising and sales job the display 
material must do, Mr. Visualizer starts his creation. On 
the visual pad, marks soon change into ideas. Pretty 
girl, human interest, motion or any one of many 
thoughts are worked into shape. The package here. No, 
the package there. And so the display is created. 

From any number of sources come ideas all handled 
in very much the same way. Now Mr. Buyer must make 
his selection, but why by guess? Surely he has a better 
idea of what is needed than the lithographers. 

Yes, in most cases he does, and if he were working 
with but one source of supply he could afford to spend 
the many hours in passing along the information he 
has. If the lithographer was sure of the business he 
could afford to spend the time studying the problem 
and then supply ideas which would help do a real job. 

sut, blinded by the chance of having a number of 
ideas submitted from a number of suppliers, Mr. Buyer 
must be fair and not show favoritism. The swift pace of 
his office routine and his many other duties does not per- 
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mit him to explain this valuable information and trade 
secrets to all contestants, and so all must suffer from 
a lack of knowledge. Therefore Mr. Buyer must toss 
what deciding figures he may have at his finger tips to 
the winds and guess, from the many full color sketches 
submitted, the one which he will buy. 

Another big “wrong” with displays is not so much 
the fault of the actual material, but in the method in 
which it is presented to the retailer. Many displays 
which have been well conceived and clearly thought 
out have failed simply because they were merchandised 
poorly, if at all. 

This fault perhaps accounts for as much waste as any 
other, and the blame lies on the shoulders of the adver- 
tiser alone. As happens too often, salesmen (both man- 
ufacturer’s and jobber’s) under pressure to move or 
use up the material on hand go around giving away 
displays to every dealer who will say, “Put it in the 
back room.” They will requisition material costing 
from a dollar and a half to two dollars to be sent to 
any retailer saying he will accept it from the postman. 

It does seem strange that any sane organization 
should go around literally throwing away money in this 
manner, but we have checked this system and that is 
just what happens. Whenever the sales department 
sends out a bulletin written in words strong enough to 
penetrate the hard shell of the salesmen, the common 
substance of the lot is to “Get the displays out—move 
them.” Some companies (you may not believe this, but 
it is true) even pay their men a bonus on what 
amounts to the same thing as throwing money away. 

With these facts fresh in our minds, is it any wonder 
that the actual cost of this material, much less its value, 
is far underestimated by the dealer? Must we now con- 
tinue to wonder why even a two-fisted Scotch grocer, 
druggist or retailer in any line will save shipping con- 
tainers in which to make his deliveries, and without 
hesitation toss two dollars worth of store advertising 
into the trash can? 

The story in a nutshell is just this. We can’t expect 
our retailer to place much value on something which 
he does not understand, which he does not know how 
to use to his own best advantage, and of which there 
is such an abundance without even asking. 

Regardless of what kind of store advertising you use, 
it has the power to do a real job for you in more ways 
than one. Because it is the only advertising medium 
that actually comes in contact with everyone engaged 
in selling your product, it is the easiest to dramatize 
and merchandise. In addition to selling and telling 
about your product, once it has found a good location 
in your retailer’s store it becomes a definite part of his 
everyday selling life. It can solicit and secure extra per- 
sonal selling effort, not only from the retailer, but from 
everyone who takes part in the sale of your product. 
But, everything depends upon how this material is 
created and the dramatization and merchandising you 
put behind it. 

Taking the wrongs out of display advertising means 
eliminating waste, arousing enthusiasm and _ securing 
better dealer cooperation. It places at the disposal of 
every manufacturer of branded merchandise the most 
economical medium known to advertising—the. only 
medium that can deliver the goods at the same time it 
delivers the advertising message. 
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ROCTER & Gamble know 
that attractive containers play 

an important role in selling packaged 
merchandise. When re-designing 
their famous Drene Shampoo pack- 
age, they selected an Armstrong’s 
Artmold Cap to seal their container. 
Armstrong’s Artmold Caps add 
beauty to any type of package. 
They’re smart, colorful—and they 
possess a smooth, lustrous texture 
that is pleasant to the touch. Art- 
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mold Caps are available in a wide 
range of rich colors and delicate 
tints—in handsome standard de- 
signs—or they can be molded to 
individual packaging requirements. 

Armstrong’s Artmold Caps pro- 
vide convenience as well as smart 
closure design.Feminine fingers can 
release them with a slight twist. 
And they’re just as easily replaced. 

Next time you need closures, 
ask the Armstrong man to show 
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you his demonstration kit. Arm- 
strong manufactures a complete 
line of closures to fulfill every 
sealing need — Artmold (molded 
plastic) Caps, Metal Caps, Corks of 
all types, Crowns—and as an “‘outer 
closure,” Armstrong sells Du Pont 
CEL-O-SEAL caps and bands. Write 
today, for samples and prices. Arm- 
strong Cork Products Co., ,<g@ 
Closure Division, 916 Arch a 
Street, Lancaster, Penna. as 
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Editorial opinion 


Window display research... 


“In a very real sense, the window display research, 
which was inaugurated at your last annual meeting, is 
cooperative spirit and is aimed at the purpose of 
making it possible, in this particular instance, for the 
buyer and the seller of window display services and 
materials to make those purchases and to undertake 
their use under more economical and profitable condi- 
tions. 

Limitations of space prevent our publishing in full 
the address of Dr. Miller McClintock, given recently 
before a meeting of the Lithographers National Asso- 
ciation, and from which the above is quoted. But we 
include in this issue a summary of Dr. McClintock's 
remarks, and we believe that from this our readers will 
grasp the significance of the research when it has 
reached its completion and is available for the analysis 
of those interested. The charts which were shown, while 
relating only to the area studied in the first “test” city— 
that of Allentown, Pa.—established the basis of pro- 
cedure to be extended in the research for information 
that will enable “the buyer of advertising service to get 
a complete and intelligent picture of what this me- 
dium (window display) does for other people and what 
its capacity is to do things for him.” It should be added 
that supplementary information, such as that. relating 
to existing practices, by national advertisers and sup- 
pliers, as to placement and utilization of window dis- 
plays will be sought. 

Che original intent, as pointed out by Dr. McClin- 
tock, was “to solve some of the basic problems in win- 
dow display, to present an intelligent view to the buyer 
and seller of the service of the joint interests and 
tivities, the values in it, and to present a circulation 
basis for the entire medium.” But the collection of 
primitive and essential information regarding indi- 
vidual outlets made available a knowledge of point-of- 
purchase problems that have never been understood 
previously. States Dr. McClintock: “I think that it (the 
survey) is going to reveal to the advertiser a knowledge 
of his markets, a knowledge of his retail trade outlets 
or units composing that market, which is going to em- 
phasize in his mind the necessity for an improvement in 
and a more intelligent use of all types of point-of-pur- 
chase advertising. I would follow then from the window 
and other external displays upon the establishment 
right into the store, where I would consider the counte) 
displays, the packaging and all of the other displays 
that make up the complete and final picture.” 


. . from which packages can benefit 


To those who have followed the movement and dis- 
tribution of packages, such a research will be viewed 
with intense interest and, let us say, perhaps some envy, 
for the plan suggests a similat study that could be so 
projected to deal exclusively with packages. Certainly 
the suggestion is one which is not entirely out of order 


and provides much food for thought. 
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But we would point out that a definite consanguinity 
(don't bother to look this up—it means “blood rela- 
tionship”) exists between the package, its counter or 
shelf display container and the window display. If this 
were not so, we would have hesitated to incorporate 
“Modern Display” as a regular feature of MODERN 
PACKAGING. And we feel that the treatment of that sub- 
ject, in editorials and feature articles, is definitely a 
function of the magazine. 

So in the window display research, conducted under 
the auspices of the Lithographers National Association, 
we see a truly progressive step, the results of which are 
far-reaching. We take a vicarious pride in the fact that 
Dr. McClintock has said I would consider the 
counter displays, the packaging .. .” for we recently 
enjoyed the privilege of outlining the packaging field 
before the same group addressed by Dr. McClintock, 
and believe firmly that both lithographers and package 
users can benefit by a closer cooperation. 


More research in packaging needed 


The need for consequential research is not a passing 
fancy or an idea promulgated for the purpose of keep- 
ing the postal employees or the manufacturers of add- 
ing machines active. Research, intelligently directed, is 
an essential which every business, every industry must 
have if it is to reflect progressiveness. And, strange 
enough, that which we need the most—that research 
which concerns itself with the consumer, the ultimate 
purchaser—is, or has been, the least effective. But the 
recognition of the fact that goods produced and not dis- 
iributed constitute a negative asset ts gaining ground 
a-plenty, as evidenced in every line of industry. 

But in our opinion the packaging field—producers 
and users of packages both—has had all too little of 
such analyses. Piece-meal, some excellent work has been 
done but there is a lack of coordination, which is no 
doubt due to the fact that the industry has grown rap- 
idly and the several groups comprising it have had little 
opportunity to compare and combine their efforts to 
mutual advantage. Such a condition, however, cannot 
continue for long for greater responsibilities will be 
placed upon the industry in proportion to its growth 
and importance. Compare, if you will, the cost which 
other industries pay to get, hold and promote their 
business and then figure, proportionately, what amount 
should be spent when the sum of four and a half billion 
dollars is involved. For that, whether you know it or 
not, is what is spent annually for materials, equipment 
and service in the packaging industry. 























TION 


: — BOXES > 


STAN 


“a 
_ 

«) 4 

e 3 wa 





When your products go on to the dealer’s shelves, do they stand inspection? Do they help the great 


consuming public—buying more carefully today than ever before—to select your merchandise? 
BURT Boxes are more than well-made and fairly priced. They are designed and planned to attract 
the eye and stimulate sales. They stand inspection! They improve an ordinary product 


and help make a good product better. 





Let us place at your disposal our complete facilities—the largest plant of its kind in 
the world, from the design department to the specially-built machinery that produces the 


boxes that stand inspection. Write or call us. 


F.N. BURT COMPANY LTD. 


900-540 SENECA STREET, BUFFALO, N. Y. 


Canadian Division—Dominion Paper Box Co., Limited, 469-483 





King Street, West Toronto 2, Canada 











Otto Horix, president of the Horix Manufacturing 
Company, died Thursday, April 30, after a brief illness. 
He was 63 years of age. Mr. Horix was born in Akron, 
Ohio, and was general sales manager for the Bishop & 
Babcock Company in Cleveland before he came to 
Pittsburgh in 1917 as president and general manage 
of the McKenna Brass & Manufacturing Company. In 
1927 he formed his own company. 


Charles Austin Bates, one of the best known and 
colorful figures in advertising circles, died on May 9. 
Mr. Bates organized, in 1898, the first service advertising 
agency, the first copy, art and direct-mail departments, 
and the first agency to prepare detailed written plans 
for advertisers and also the first to charge fees for such 
work. Mr. Bates was one of the judges in the 1933 All- 
America Package Competition. 


T. G. Searle, general sales manager of Continental 
Can Company and vice-president of the Canning Ma- 
chinery and Supplies Association, died of pneumonia 
on May 18 at Lawrence Hospital, Bronxville, N. Y. 
Mr. Searle was formerly an employee of the Kieckhefer 
Container Company. Later he joined the Pierson Syn- 
dicate in Mexico where he remained for two years and 
was then appointed sales manager of the El Paso Mill- 
ing Company at El Paso, Tex. In 1915 Mr. Searle 
joined the Continental Can Company as a salesman, 
was appointed district sales manager at Chicago in 1923, 
became manager of sales packers’ cans in 1926, and in 
1929 was transferred to New York. 


Proving that beauty may be found in every-day 
things, the Worcester (Mass.) Art Museum is exhibit- 
ing a variety of local products in a modern display 
setting. The exhibit is entitled: “Art in the Machine 
\ge; the Challenge of Mass Production.” Walter Baer- 
mann, industrial designer in charge, has selected each 


item shown on the basis of excellence of design, its 
fitness for the purpose for which it is intended. Machine 
knives, eye-glasses, grinding wheels, bicycles, leather 
belting, packages, gears, table silver and many other 
items have been chosen to illustrate this idea. 

The exhibit occupies three galleries of the museum, 
a total floor space cf 2600 feet. Curving backgrounds 
of pressed wood composition serve to unify the various 
parts of the display and to bring them into harmony. 
“T wanted the effect of a three-dimensional painting,” 
said Mr. Baermann, “a single visual impression that 
would yet show each separate article at its full value.” 

The walls and fixtures are white, set off with Chinese 
red, lemon yellow and black. Three shades of grey 
have been introduced in small amounts. Near the en- 
trance, a large black table has been swung from fine 
wire as a surface on which to show small machine parts. 
One curving wall is entirely covered with sheet steel. 
Silverware is. shown in wall insets behind blue glass. 
Photo-murals have been introduced to supplement some 
of the articles displayed. There is also a large photo- 
montage showing products too large or otherwise un- 
suited to actual inclusion in the exhibit. 

Besides the fifty local manufacturers who have lent 
materials or otherwise given their assistance to the Mu- 
seum, the exhibit has been assisted by the Worceste 
Chamber of Commerce and the Worcester Junion 
League. The exhibit will be open to the public until 
October 18, 1936. 


Olean Glass Company, Olean, N. Y., has established 
its Boston office at 260 ‘Tremont St. in charge of H. C. 
Abrahamson. This supplements the Cleveland sales 
office recently opened in the Rockefeller Building in 
charge of T. R. Thompson. The company also main- 
tains an office in Buffalo in the Rand Building in 
charge of Wm. H. Burke. The general sales office is 
at New York City. 





Included in the exhibition organized by Walter Baermann now in current showing at the Worcester Art 

Museum. At left: Set-up boxes by Dennison Manufacturing Company. At right: Cartons, hot water bottles, etc. 

by the Worcester Pressed Aluminum Company, and thermos containers and traveling bags by the Warren 
Leather Goods Company. 
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W. H. Phelps, former president, was recently elected 
to the chairmanship of the board of the American Can 
Company. Mr. Phelps succeeds the late F. S. Wheeler. 
C. E. Green, former vice president and comptroller, was 
elected president, and W. O. Starr, formerly auditor, is 
now comptroller. 


Faber Birren, colorist, has moved his office from Chi- 
cago to New York and is now located at 220 East 42nd 
Street, in the News Building. He will continue his con- 
sultation service to the graphic arts and to advertising 
agencies and will now be actively engaged in the textile 
field. His most recent book, “Functional Color,” will 
shortly be published. 


William W. Fitzhugh, Inc., has acquired the litho 
division and folding carton plant, formerly operated by 
the Lowe Pape Company at Ridgefield, N. J. This will 
be conducted as in the past as a plant for the produc- 
tion of high-grade folding cartons on clay coated board 
and supplemented by additional equipment for the 
manufacture of printed and lithographed labels and 
advertising material. With the addition of this plant, 
William W. Fitzhugh, Inc., will operate complete fac- 
tories in Brooklyn, N. Y., New Haven, Conn., and 
Ridgefield, N. J., with mill facilities and modern equip- 
ment devoted to the production of lithographed and 
printed folding cartons, display containers, labels, 


wrappers, Cic. 


Commercial Solvents Corporation has moved its 
Philadelphia office and warehouse from 7o1 South 





Front St. to more convenient and commodious quarters 
in the Terminal Commerce Building, 401 North Broad 
A complete line of industrial alcohols and solvents 
will be carried in this warehouse for the convenience 
of manufacturers in the Philadelphia trading area. 


The third national convention of the Adhesives 
Manufacturers Association of America was held April 
21 at the Hotel Cleveland, Cleveland, Ohio. D. V. Wil- 
liamson of the Williamson Glue & Gum Works was 
re-elected president; D. J. Light, National Adhesives 
Corporation, vice- president; Henry Kohler, Arabol 
Manufacturing Co., treasurer, and Edward J. Steiger, 
Gooch-Jennings & Co., secretary. These together with 
the following constitute the directorate: A. Fisher, Lay- 
ton Elastic Glue Company; H. B. Fuller, H. B. Fuller 
Company; Frank Kupfer, Manhattan Paste & Glue 
Company, and E. L. ‘Travers of Bingham Brothers. 


Sidney Hollaender, president of Ever Ready Label 
Corporation, 141 E. 25th St., New York, has devised a 
contest designed to bring the best creative minds to 
bear upon his problem of preparing the best copy and 
layout for the forthcoming back cover advertisement on 
the Classified Telephone Directory (Red Book) which 
represents this firm’s eighth consecutive appearance in 
this space. A series of 23 cash prizes is offered, from 
$150 for first place to a series of ten $5 awards. The 
jury comprises five well-known executives identified 
with advertising and sales. The contest closes on June 

prizes will be tendered during the week of July 6. 
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Eugene Iverd was employed to paint the subject portrayed « on the new Edison Mazda Lamp display created 


y 


x 





and produced by The Forbes Lithograph Manufacturing Company. Mr. Iverd has produced many of the 
S aturday Evening Post covers since 1925 and is nationally known as a great artist, a master colorist and 
f 1. His love for children is reflected in all his paintings, and it is rare indeed when his pictures 


are not painted around them 
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PAPERS 


The Riegel Mills offer the most complete 
line of packaging papers available today. 
This broad field of practical experience enables 
us to offer you a paper accurately fitted to its 
job —a procedure that usually results in a 
more practical package without additional 

cost or in a lower production cost for the 

same package. Write us your problem or 


request a copy of our recent portfolio 





“Case Histories of Packaging.” 


“ RIEGEL PAPER 
Shs ao CORPORATION 
342 Madison Ave. 
' New York 


130 Riegel Papers ; Simplify 
Selection of Exactly The Right Sheet 
To Meet Your Individual Packaging 


! 
' 


Requirements 
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Easy to look at is a new circular prepared by Con- 
solidated Packaging Machinery Corporation which il- 
lustrates and briefly details its Capem automatic screw 
capping equipment. The six pages are attractively 
printed in two colors and varnished, producing an effect 
which is not only unusual but decidedly advantageous 
for literature of this type. 


A NEw, fully illustrated, colored folder on mate- 
rials handling equipment, showing many standard 
and special devices for handling practically any prod- 
uct, merchandise, goods, or materials, that is manufac- 
tured, stored, shipped, or handled, has just been issued 
by Lewis-Shepard Co., Watertown, Mass. This folder, 
No. 318, is in fact an illustrated textbook on modern 
materials handling methods and equipment for 
handling practically anything, anywhere. 


DENNISON MANUFACTURING COMPANY, 
Framingham, Mass., has just released a new “check” 
book for Dennison’s gummed and bronze papers. In a 
convenient, vest pocket size, this little book contains 
information which will be helpful to every printer. It 
tells how to select the gummed paper for the particular 
job, gives hints on handling gummed paper in the 
pressroom, contains a complete gumming chart for 
almost every conceivable surface, gives tests for judging 
gummed papers and hints on handling bronze paper in 
the pressroom. 


DISCUSSING automatic speed regulation of industrial 
production machines and conveyors is a booklet just 
issued by the Reeves Pulley Company, Columbus, Ind. 
This commences with a discussion of the need for 
automatic control, with examples; tells how automatic 
regulation is obtained with one of four types of Reeves 
controls in connection with the variable speed trans- 
mission; describes the four controls—hydraulic, me- 
chanical, electric and differential—in detail, and tells 
how they may be connected and used to meet specific 
requirements in many different industries. The booklet 
is designated as No. 'T-361. 


T HE first issue of the Thwing Paper Tester, a new 
house organ which will be published every two 
months by the ‘Thwing-Albert Instrument Co., 3339 
Lancaster Ave., Philadelphia, Pa., is just off the press. 
In this first issue the technique of checking on basis 
weight of paper is fully discussed. Subsequent issues 
will deal with additional topics of interest to the manu- 
facturers, converters, buyers and users of paper and 
paper products. These articles will be written by out- 
standing authorities in the paper industry and so pre- 
pared that the average non-technical reader can under- 
stand them. 
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INCLUDED in the April, 1936, issue of Executives 
Service Bulletin, published by Metropolitan Life 
Insurance Company, is an article “Packages Help Make 
Products” written by I. Willard Crull, vice-president 
and advertising manager of Campana Sales Company. 
Mr. Crull, in addition to several pertinent statements 
regarding the use and advantages of packages, has out- 
lined the experiences of his company in the re-design 
of packages for his company’s products. 

Mr. Crull will be remembered by readers of MopERN 
PACKAGING as one of the judges in the 1934 All-America 
Package Competition. Packages for Campana products 
won awards in the 1932 and 1933 All-America Package 
Competitions. 


Two new folders, issued by The Kurz-Kasch Com- 
pany, Dayton, Ohio, relate to plastic molded products 
in the packaging field. One of these, “Profitable Pack- 
aging” illustrates, in color, such items as are applicable 
to cosmetics; the other, “Boxes, Trays, Smokers’ Sets,” 
illustrates the several stock molds which are available 
from the company for these articles. 


COMPLETE details of how Continental Can Com- 
pany is “Making 1936 A Cap Sealed Year For Beer” are 
given in a portfolio recently sent to brewers showing the 
wide coverage afforded by the projected advertising, the 
history of beer-canning, and the advantages offered by 
the “cap-sealed” type of container, Continental’s exclu- 
sive product. The portfolio is profusely illustrated with 
colored reproductions of the ads which are to appear 
and contains a number of suggested methods by which 
local dealers can tie in with the consumer demand thus 
stimulated. Similar sales suggestions are described in a 
humorous “vacation” folder entitled: “What Moral 
Does this Pome Imply?” which accompanies the port- 
folio. Another folder contains a complete discussion and 
illustrations of point-of-sale displays. Both of these are 
being offered in quantity to brewers using the “cap- 
sealed” can. 


IssuED recently by the Sigmund Ullman Company, 
100 Sixth Ave., New York, is the Colorlog, designed 
and created by Faber Birren. This consists of a series 
of color charts in which six features are incorporated: 
balanced inks, balanced tints, equalized inks, multi- 
process inks, supplementary inks and special doubletone 
inks. The Colorlog is offered to the printers and print- 
ing designers as a complete and modern guide in the 
solution of color problems which concern color effec- 
tiveness and appeal just as much as the technique of 
presswork. The size of the Colorlog makes it convenient 
for desk reference, or if you prefer, hang it on the wall. 


SPECIALIZING in stock labels, the Lehmann Print- 
ing and Lithographing Co., 400 Fourth St., San Fran- 
cisco, Cal., has issued two new catalogs, one prepared 
particularly for the wine and liquor industry, the other 
for manufacturers of soft drinks. ‘These enable a selec- 
tion of hundreds of stock designs for emergency use, for 
new brands that must be put on the market instantly 
and where a bottling concern wants to serve special 
customers with a label under their own private brands. 
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Wide Experience 
to help you solve your 


PACKAGING PROBLEMS 


When you have a packaging problem, you will save time and 
money by consulting an organization that has broad experience 
and the facilities to serve you. 


There’s a wealth of packaging experience represented by the 
packages you see here—and they are only a few of the many 
products wrapped by our machines. 

The leading package goods manufacturers regularly call upon us 
for assistance—to secure lower wrapping costs; to develop a special 
type of wrapping for a new product; to provide a wrapping that 
will keep a product fresher; or to improve the general appearance 
of their packages. 


With a large line of machines, capable of handling the many dif- 
ferent types of wrapping material now available, we are in a 
splendid position to supply a machine that will give you the very 
best type of wrapping for your particular product. If, how- 
ever, your requirements are not in our line, we will be glad 
to refer you to the proper sources. So feel free to consult 
us at any time. 

PACKAGE MACHINERY CoO. Springfield, Massachusetts 

NEW YORK CHICAGO CLEVELAND 


LOS ANGELES - - MEXICO, D. F., Apartado 2303 


a Peterborough, England: Baker Perkins, Ltd. 
\“ Melbourne, Australia: Baker Perkins, Pty., Ltd. 
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PACKAGE MACHINERY COMPAN 


Over 200 Million Packages per day are wrapped on our Machines 
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Vacuum packing of milk 
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Initial delivery of vacuum packed milk in bottles 
was made to physicians in the carton shown above. 
Right, above illustrates the feeding mechanism 
showing how bottled milk is carried through the 
steam chamber which exhausts air within the bottle 
just before a metal cap is lowered into position. 
Below, officials inspecting the vacuum-packing ma- 
chine and its product at Brook Hills Farm plant 


See ati of the vacuum-packing process to 
the bottling of milk has been accomplished with 
the introduction of a vapor-vacuum sealed milk in Mil- 
waukee, Wis., by the Brook Hill Farms, large producers 
of certified milk. The process whereby the milk is 
sealed within the bottle has been developed by the 
White Cap Company. Under the new method, air is 
expelled from the top of a filled milk bottle by dry 
steam just before a metal cap is lowered into place. 
A metal cap takes the place of the ordinary fibre milk 
cap top, and is held there indefinitely by the vacuum 
within the bottle. This permits milk bottled under 
the new process to be laid on its side or stood on end, 
without fear of the cap coming off. 

At the Brook Hill Farms bottling plant the milk 
is bottled on ordinary bottle-filling machinery although 
no paper cap is applied. The filled bottles of milk are 
carried by a conveyor directly to the vapor-vacuum 
sealer and from there pass to crates for shipping to 
its various Customers. 
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The sealer carries the milk forward on a continuous 
belt, anywhere from 40 to 200 bottles being sealed a 
minute. Inside the sealer the top of the bottle goes 
through a steam chamber where super-heated steam 
dispels all air, before a metal cap slides off a releasing 
attachment onto the top of the bottle. A spongy rubber 
belt then presses the metal cap firmly in place. A small 
jet of water dripping down condenses the steam and 
completes the vacuum seal. 

The metal caps are provided with rolled edges which 
fit the roll of the bottle lip but do not clamp around 
it. Under certain conditions a side-seal may be used, 
which not only provides the vacuum-seal within the 
bottle but clamps the metal cap to the bottle lip. A 
rubber gasket inside the cap completes the seal which 
can be easily broken by prying up the cap and allow- 
ing air to rush in. Because the metal cap is water- 
proof, impurities cannot seep into the bottle. The 
vacuum between the milk surface and bottle cap pre- 
vents “end-plugging,” or cream forming on the bottom 
of the cap. And because of its long period of freshness, 
the housewife can purchase a week’s supply of milk at 
once, storing it in her refrigerator. 
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MANNING-BOWMAN @c4..” 


When the Manning- Bowman, 
Meriden, Conn., “‘CookAll’”’ is 
shipped to the customer, KIM- 
PAK protects its beautiful chro- 
mium finish against scratching 
and marring. 


Kimp ak 


REG. U.S. PAT. OFF. & FOREIGN COUNTRIES 


9 DRVOND DING 
PROTECTS AGAINST SHIPPING DAMAGE 


@ KIMPAK is soft and resilient, free from dirt and Let us send you FREE 1936 Portfolio of 

foreign substances. It protects finishes against mar- KIMPAK samples. Mail coupon to near- 

ring, guards against shipping damage and breakage. est sales office. 

Because it is easily applied, KIMPAK saves time, labor ———————~————————————-— 

and money in packing. FREE! 1936 Portfolio of Kimpak <a 
No matter what your product, KIMPAK will solve 

your shipping problems. 


KIMBERLY-CLARK COR- 
PORATION, Neenah, Wisconsin. 
Address nearest sales office : 8 So. 
Michigan Ave., Chicago; 122 E. 
42nd St., New York City; 510 W. 
6th St., Los Angeles. 
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Sales Offices: 8 S. Michigan Ave., Chicago 
122 E. 42nd St., New York City 510 W. 6th St., Los Angeles 
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NEW DEVELOPMENTS IN PACKAGING MACHINERY, METHODS AND SUPPLIES 








and Wnateriats 


Razor Blade Slitter and Rewinder 


A new slitter and rewinder, known as Style R and 
manufactured by the Charles Beck Machine Co., 13th 
& Callowhill Sts., Philadelphia, Pa., is designed to take 
advantage of the clean cut and polished edge which 
results from the use of a safety razor blade to cut trans- 
parent cellulose. A number of other new and valuable 
features have been embodied in it. The machine is ball 
bearing equipped throughout doing away with worn 
bearing repairs, and runs with much less power con- 
sumption. The parent roll and rewinding bars are on 
the same side of the machine, so that both the unwind- 
ing and rewinding operations are directly under the eye 
of the operator. A Gillette razor blade cuts into the 





grooved roll. The grooves are accurately spaced 14 in. 
apart, along the entire roll with standard equipment, 
but by special order, at a moderate extra cost, they may 
be spaced 14 , in. apart. 

The standard knife holder can be set to cut as nar- 
row as 14 in. Special narrow knife holders can be fur- 
nished to cut as narrow as 34 in. without extra charge, 
also double knife holders carrying two blades at extra 
charge to cut 14 in. width. The knife bar is rotated a 
quarter turn for easier setting of the knives, and the 
knives are easily removed by loosening one thumbscrew. 
Accurate widths are obtained automatically with quick 
measuring. The knife grooves are only a few thou- 
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sandths wider than the blades so that it is only necessary 
to determine which groove to use and the spacing 
becomes accurate when the blade is set into it. 

Rewind tension is adjusted without stopping. Here- 
tofore it has been necessary to stop the machine to 
make any change in the tension. Such a stop is likely 
to leave its mark in the rewound roll. The new ad- 
justment avoids this. Each rewound strip has its own 
individual tension, a principal that is essential for 
taking care of the parent rolls that may be hard and 
tight at one point and soft and loose at another. 

Heretofore it has been necessary to keep a tight brake 
on the parent roll to secure a firm rewound roll. The 
material was stretched tight from start to finish, and 
the delicate coating of moisture-proof material was 
likely to be marred in passing over idler or cutting 
rolls with the pressure against them. The new system 
permits the parent roll brake to be almost entirely 
released. THe material does not go under strong tension 
till after it is cut, and passes around the rubber feed 
control roll. It then goes under tension merely for the 
rewind. A specially effective rubber covering is used 
that helps to prevent breakage of the strips. 

The clutch control bar extends across the top of the 
machine where it can be quickly reached from any 
point. A variable speed clutch permits the machine to 
run slowly at the start or as long as wanted. By pushing 
the starting bar a little further the speed can be 
increased any amount to the maximum. 


New Packaging Service for West Coast 
Offered by Owens-Illinois 

A new service will soon be oflered to Pacific coast 
firms packaging in glass, with the installation by Owens- 
Illinois Pacific Coast Company of an individual section 
glass bottle blowing machine. This machine will be 
placed in operation at the Los Angeles factory where 
specially trained personnel from the Owens-Illinois 
Glass Company will assist in perfecting the operation. 

This new machine will be of particular interest to 
perfumers and cosmeticians as well as all other concerns 
packaging products in small glass containers. Hereto- 
fore, Owens-Illinois Pacific Coast Company has shipped 
this type of bottle from their eastern factories. 

The individual section machine is_ particularly 
adapted for manufacturing bottles of 12-0z. capacity 
and less, although it is capable of producing a wide 
range of sizes and types of bottles. In conjunction with 
the design service offered by the Packaging Research 
Division, this new development offers an unusual op- 
portunity to the Pacific coast trade for securing high 
quality small ware in unusual shapes employing the 
latest in modern design. 
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Disseminator for Aromatic Liquids 


An efficient method for the dissemination of 
products as disinfectant odors, moth liquids, perfumes, 
etc., has just been announced by Double Duty Products, 
Inc., Cleveland, Ohio. This firm manufactures the pat- 
ented Vacutop which was originally designed for use 
as a self-feeding applicator top for bottles containing 
liquids. The rate of flow is 
automatically controlled 
by a vacuum principle 
similar to that used in a 
fountain pen, and is fur- 
ther regulated by an in- 
thicate combination of 
flow holes, baffle plates, 
felt pads and the mohair 
top device. 

The Vacutop has now 
been perfected to the 
point where a bottle of 
liquid can be suspended 
upside down and the flow 
so regulates itself that a 
constant degree of moist- 
ness is maintained in the 
mohair top, making the 
unit ideal for dissemina- 
tion of various aromatic 
liquids into the surround- 
ing atmosphere by simple 
evaporation. With the 
Vacutop, it is stated that 
rate of dissemination is 
constant whether the con- 
tainer is full or nearly 
empty, whereas other methods give a heavy concentra- 
tion at the start which gradually diminishes to nothing 
as the container empties. In addition, the Vacutop can 
be so designed as to regulate the rate of dissemination 
to suit the needs of the product and the wishes of the 


such 





manufacturer and the user. 

Double duty has designed a simple inexpensive 
bracket to hold the disseminating bottle. This bracket 
will hang on the wall, stand on end, or lie on its side. 
It is claimed that dissemination is equally efficient in 
any position. For use in exposed places, such as offices, 
living quarters or theaters, a number of decorative 
bracket designs may be combined with the disseminat- 
ing feature with such auxiliary functions as a holder 
for potted plants, or a wall lighting fixture. 


Protects Pre-finished Metals 


\ new development which provides surface protec 
tion for pre-finished metal sheets has been announced 
by the American Nickeloid Co., Peru, Ill. This product, 
known as Metal-Bord, incorporates the replacement of 
metal volume and weight by a non-metallic substance. 
Chis is accomplished by adhering thin sheets of pre- 
finished metal to cardboard or other backing material. 
Ihe metallic appearance of the sheet is retained, but 
the body of the sheet is largely the non-metallic back- 
ing. The adhering cement will remain plastic and has, 
practically permanent adherence. 


therefore, 
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The advantage of such a composited material is said 
to lie in the lower cost and saving in weight, which are 
two important factors in most products. Any thickness 
of metal can be used and composited to just about any 
type and thickness of backing. Metal-Bord is available 
on any of the company’s bonded pre-finished metal 


sheets or coils. 


“Tipper Top” Closures 


The Aridor Company, in cooperation with Nash 
Underwood, Inc., Chicago food packers, has developed 
a new type of ash tray closure. The old cap for the ash 
receiver style of container that quickly became so popu- 
lar, has a die-cut metal disc in the center which is 
pushed out to leave an opening. This new ‘Tipper 
Top” is just what its name implies—the center disc 
tips on an ingenious hinge arrangement, automatically 
closing when the pressure of the cigarette is removed, 





shutting in all smoke and smell. And, lighted cigarettes 
placed on the Tipper Top can’t fall through into the 
receptable below. The Tipper Top cap is protected by 
The Aridor Company, and is now used exclusively in 
the food field by Nash Underwood. It may be made 
available to a limited number of packers of other lines, 
such as manufacturers of confectionery, cosmetics, 
shaving cream, or any adaptable product. 


Prevention of Roll Leaf Tarnishing* 


Although it is doubtful if the precise reasons are 
known, we must accept the fact that sunlight is a great 
stimulant to chemical activity. The bronze powder used 
in roll leaf contains copper which is readily attacked 
by other chemical substances, resulting in the various 
effects known as tarnishing. To prevent this tarnishing 
roll leaf manufacturers make their leaf with a protec- 
tive film or films developed over a layer of bronze. As- 


*From Peerless Leaves, Vol. II, No. 1 
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suming there are no chemicals in these films which will 
affect the bronze powder, tarnishing will not take place 
until the protective film cracks or becomes porous and 
permits gases and other substances to attack the bronze 
powder. The tarnishing action then takes place with 
a rapidity depending upon the activity with which these 
substances reach the bronze. The rays of the sun them- 
selves do not physically break this protective film. They 
do, however, cause an internal self-contained chemical 
deterioration in the film resulting eventually in poros- 
ity, checking and finally complete destruction. 

Sunlight has another effect besides breaking up the 
protective film. In the decomposition of the film new 
chemical substances are formed from the material in 
the film and these frequently are of an acid or alkaline 
nature, either of which affects the copper. Therefore 
sunlight through its action on the film, may cause dis- 
coloration of the bronze without any other outside 
agency. Furthermore, since roll leaf is usually stamped 
on materials containing color matters and other chemi- 
cals, the sunlight stimulates the destructive influence 
on these materials. They, in themselves, may also form 
new chemical compounds, which are harmful. 

In the manufacture of roll leaf it is important to use 
a protective film which will afford maximum protec- 
tion against the action of sunlight rather than a film 
designed to resist the action of concentrated gases in an 
accelerated test. A protective film designed to resist the 
action of hydrogen sulphide may contain substances 
harmful to the bronze itself. Hydrogen sulphide which 
has been widely used as a tarnish test for roll leaf has 
utterly no similarity to sunlight. Hydrogen sulphide is 


an acid anhydride and attacks many chemical sub- 
stances. It will attack many substances which sunlight 
does not affect and vice versa. It is possible sunlight 
will affect other substances to which hydrogen sulphide 
is inert. If the film is once broken down or if the film 
is already porous to its passage, hydrogen sulphide very 
quickly affects copper. Hydrogen sulphide is found in 
small proportions in air contaminated by smoke. It is 
formed in the burning of coal or petroleum products 
containing sulphur. Its presence however in the atmos- 
phere is extremely minute, certainly in such small quan- 
tities that it could cause no deterioration of the film, 
although if the film is broken it is possible that it may 
have some effect in discoloring copper. 

In several tests the results show the unreliability ot 
the hydrogen sulphide test for roll leaf tarnishing. 
Samples which stood up in the hydrogen sulphide test 
tarnished in sunlight. Samples which stood high in the 
sunlight test failed to resist the action of the hydrogen 
sulphide fumes. Since the roll leaf in actual use would 
ordinarily be exposed to sunlight and rarely, if ever, be 
exposed to considerable quantities of hydrogen sulphide, 
it would seem that the sunlight test is the only reliable 
test to date for roll leaf tarnishability. 

To summarize, the causes of roll leaf tarnishing are: 
(1) the action of sunlight in causing the protective film 
to break down, (2) the action of chemical substances 
in the protective film, and (3) the action of chemical 
substances in the material being stamped. 

The prevention of tarnishing can be best effected by 
adding a protective film affording maximum protec- 
tion against sunlight. 
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Installation of Triangle Model B Carton Sealer in plant of Salerno Megowen Biscuit Company, Chicago 








Y them through . .. perfect, tight, bottom sealed cartons . . . 45 to 85 a minute! 
Our new "Model B" Automatic Bottom Carton Sealer with only ONE or two 
operators turns them out with amazing speed and efficiency. Change-overs for 
different sizes are made practically "on the run." There's no interruption. Handles 
up to 2 lb. Graham and Soda cartons. The ''Model B" in your plant will cut costs, 
increase profits, besides it will give you a more practical, better looking, better 
selling package. See the trim beauty of the Salerno packages shown here. As in 
other plants, our first installation for Salerno Megowen has quickly resulted in orders 
for additional machines. Get data and full information. There's no obligation. 
Write TODAY! 


TRIANGLE PACKAGE MACHINERY COMPANY 
907 N. Spaulding Avenue, Chicago 


111 Main St., San Francisco 
Foreign Office: 44 Whitehall St., New York 


50 Church St., New York 
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Neat housewives go for this 


Wraparound... . 


made possible, by 
BOSTITCH STAPLES 


Bostitch stapling opportunities turn up everywhere 
. .. wherever it is desired to firmly hold, display, or 
attach merchandise. 
Think of stapling in relation to your own product .... 
to its packages, display cards, window and counter 
displays. And when you think of stapling, call in the 
Bostitch engineer. He can make your job easier and 
your results less expensive, more effective, more profit- 
able. 
Send for detailed information about Bostitch staples, 
their applications, and the Bostitch machines that 
make them so low-in-cost to apply. 


BOSTITCH SALES COMPANY 


56 E. Division St. East Greenwich, R. |. 


Please give us information and suggestions 
with regard to the use of Bostitch Staples for 


6-36 
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Getting Government Stamps to Stick 


The attachment of Government seals to liquor bottles 
has caused both distillers and Federal agents consider- 
able worry in the past, chiefly because of their inabil- 
ity to find an adhesive that would keep the seal in 
place. The problem has been particularly complicated 
because of the use of the seals over more than one ma- 
terial. Adhesives, in general, work well on glass, but 
difficulties in making them stick to metal, plastic and 
other types of closures are all too familiar. 

Since aluminum caps and seals find an important 
market in the liquor industry, the Aluminum Seal 
Company recently made a series of tests to deter- 
mine the suitability of various adhesives for aluminum- 
topped bottles. ‘The work was carried on in cooperation 
with adhesive manufacturers, who were equally inter- 
ested in finding methods of improving the products. 

The tests covered a period of a year. Stamps, closely 
approximating those of the Government variety, were 
placed over the bottle tops and examined periodically. 
While adherence was the major consideration, attention 
was given also to such facts as odor, tackiness and work- 
ability. The general results of the tests are given in 
Table I. 


Table I. For the following: Alseco Seals, R. O. Seals, Pilfer-Proof 
Seals, ‘Tamper-Proof Seals, Alter-Proof Seals, Corseals, 
Roverseals, etc. 


| Manu 
fac- . Adhesion Adhesion to 
turer Odor to glass Alseco seals ‘Tack Workability 
A Weak Fairly Very good Good Good 
| 3B Weak Excellent Good Very good Good 
C Weak Excellent Good Very good Very good 
D Moderate Good Good Good Good 
Di Moderate Good Fairly good Fairly good Slightly thin 
E Moderate Excellent Excellent Very good Very good 
F Strongly Excellent Excellent Very good Very good 


Ammoniacal 
For Alseco Foil Capsules 


Very good 
Very good 


Excellent Good 
Excellent Good 


Moderate 
G Moderate 


Very good 
Very good 


In addition, several facts were brought out that are 
of interest to bottlers. It was found that where dilution 
is necessary, it is advisable to exercise close control over 
the extent to which the adhesive is diluted; also that 
the amount of adhesive applied to the stamp should be 
controlled within reasonable limits, since too much ad- 
hesive is quite as bad as an insufficient amount. Humidi- 
fication of stamps prior to their application helps in 





most cases, it was found. This renders the paper more 
pliable and permits it to follow the contours of the 
bottle more readily. 

A careful study was made of the methods of applying 
the seals. Common practice includes placing the stamp 
in position, then wiping the ends downward along the 
sides of the seal and bottle neck. This is all right for 
placing the stamp in position, but to secure adequate 
adhesion, the process must be carried a step further. 
The stamp must be pressed against the side by a 
“squeezing” motion. This is done best by placing the 
hand on the bottle top so that it parallels the stamp and 
closing the hand. The use of a moist rubber sponge in 
the palm of the hand renders the pressing action more 
efficient, since the rubber follows the contour of the 
bottle more closely than does the hand. 











The All-America in England 
(Continued from page 62) from June 8 to June 20. 

A feature article in the April issue of Packaging Re- 
view illustrates and describes all of the winning pack- 
ages in detail. Commenting in that issue, Packaging 
Review says: “Taken as a whole the 1935 All-America 
prize-winning packages are a better set than those of 
the previous year. They are not so self-consciously de- 
signed as some of the earlier packages, but that is a 
point in their favour. There is no doubt but visual 
appearance was a very dominant factor in the results 
of previous contests, and there was a tendency for other 
equally important aspects of packaging to be overshad- 
owed. The latest set of packages are better because in- 
dividual problems are solved without an exaggerated 
emphasis on one or other aspects of the problem. 

“So in these packages visual appearance has an impor- 
tant place, but it has not been stressed at the expense 
of those other qualities of construction and efficiency 
which go to the making of a successful package. This 
is not to say that visual appearance has been neglected, 
but rather that the needs of construction, of transporta- 
tion and the consumer’s convenience have been met in 
a more interesting and satisfactory way than in the past. 
These prize winning packages are true packages, in 
which material, form, and graphic design all play their 
part according to the particular problem to be solved.” 


The All-America at Babson Institute 


From Babson Institute, Babson Park, Mass., comes 
the following report of the Third Annual Babson Insti- 
tute Packaging Exhibit. 

In the award of awards for superior packaging in 
1935, the “Match Box” of the International Printing 
Ink Corporation, was first choice of the judges of the 
exhibit which comprised the prize-winning packages 
from the combined exhibits of the Wolf Award of the 
American Management Association, the All-America 
Package Competition, the “5 & 10” Syndicate Store 
Package Competition, and the National Retail Dry 
Goods Association Package Competition. Second choice 
was glass medicinal oil containers of Abbott Labora- 
tories, while the following packages received honorable 
mention: Three-In-One furniture polish glass container, 
Du Pont Anti-Freeze tin container, Perfect Circle piston 
ring canisters, Pinaud’s restyled toilet preparation line, 
Hoffman honey glass container. 

Judges of the combined exhibits were: Richard Ehr- 
lich, vice-president, American Management Association, 
and merchandise manager, C. F. Hovey Company; 
Allan Cate, package designer; and William Leahy, ad- 
vertising manager, Dennison Manufacturing Company. 

Seminars on packaging design were conducted by 
Allan Cate and B. R. Canfield of Babson Institute. 


All-America Broadsides 


Broadside folders featuring illustrations of the All- 
America Silver Award and the packages which received 
the trophy, have been published recently by The Lam- 
son & Sessions Company and mailed to gooo of its 
consumer and jobber customers. ‘These packages which 
incorporated photographic illustrations of bolts and 
nuts as the decorative cover design for the company’s 
cartons received the Silver Award in the Carton Group. 
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At the turn of the century there 
were many more adhesive man- 
ufacturers than there are today. 
Only the most progressive ‘‘glue- 
makers’ (as they were then 
called) have survived the test of 
package progress... the insist- 
ent demand for new types of 
adhesives to meet the problems 
of new machines and new ma- 
terials. 


UPACO Research has kept in 
the forefront because we have 
pioneered in the solution of all 
such problems. We are the lead- 
ing producers of transparent 
cellulose adhesives. Adhesives 
for lacquer coated papers and 

. paperboard are being pioneered 
by UPACO laboratories. Many 
other special adhesives are also 
being developed. 


If you have an adhesive prob- 
lem...use a 1936 adhesive. 
Write us. 














UNION PASTE CO. 


200 BOSTON AVE. MEDFORD, MASS. 
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*% Are you 


PAYING TOO MUCH 


for wrapping your packages® 





Don’t pay too much! The low- 
priced MILLER ‘“‘Economatic” 
WRAPPING MACHINE is saving 
hundreds of firms, both large and 
small, thousands of dollars daily. 


Profit by acting now! Write or 
send samples today! 





* (Even if your packages have been previously re- 
jected for machine wrapping, send samples in 
to Miller. New developments have increased the 
great scope of the Miller even further) 








MILLER WRAPPING & 
SEALING MACHINECO. 


14 S. CLINTON STREET. CHICAGO 
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Paint Packages Invade Drug Stores 


(Continued from page 63) quick-drying enamels. But 
no manufacturer has, so far as I know, taken a com- 
plete line of paints—outdoor, indoor, varnishes, priming 
liquids, etc.—and given them one outstanding design 
throughout. The Walgreen line employs one basic de- 
sign for family resemblance in its Dart’s paint line, 
varying the design for its quick-drying O-namel. 

The operating design is a clean departure from the 
old “hardware” technique which motivates all too many 
paint packages today. The psychology behind the design 
was that Walgreen’s was packaging paints for the drug 
store. These packages had to be modern. They had to 
be forceful. They had to be in good taste. On the other 
hand, they could not go cosmetic. The chain has suc- 
ceeded in arriving at a happy medium; they have ac- 
complished this by disregarding the traditions and 
proceeding to design a package which adequately ex- 
presses the product, wherever it may be shown. 

Color plays a conspicuous part in the design scheme 
and becomes the identifying factor of the various items 
in the line, with a gradation of red bands on a white 
background for outside paints, with blue bands on a 
white background for inside paints, with green against 
white for varnishes, etc. 

Moreover, this use of color has its advantages not 
only in the retail outlets but in the stockrooms as well. 
The monotony of identical labels, not readily differen- 
tiated by some particular device, is confusing to clerks 
who have the job of checking inventory. Designation of 
product by color conserves the time and energy of Wal- 
green’s stockroom employees, and removes the danger of 
incomplete stock due to mistaken identity. 

Merchandising men have been talking up the value 
of good selling copy on packages. Obviously, Walgreen's 
merchandising psychology runs along the same line. 
Copy on the packages reads “Dart’s Beautiful and Du- 
rable Paints,” and the chain has managed to inject a 
valuable sales message. On the back of the package ap- 
pears directions for the use of the paints, how they 
should be stirred and applied, etc. This feature was 
treated with much care, so that the complicated direc- 
tions would be perfectly clear to the consumer. Dis- 
tinctive typography, clever layout, and clear, simple 
language contribute to the effectiveness of the package. 
The design for this line was executed under the direc- 
tion of DeForrest Sackett, in the art department of the 
Walgreen Company. 

The step by step reasoning and processes before the 
final production of a line of packages offers nothing 
new to manufacturers who have grappled with a similar 
situation and finally emerged with the right answer. 
But to those manufacturers—whether in paints or in 
other industries—who have not yet undertaken much 
needed redesign, who have not analyzed their packages 
from the basis of most effective materials, processes, etc., 
these steps throw a clear light upon a situation which 
requires intelligent handling. 

In the paint industry, some manufacturers are em- 
ploying the paper label. Others use lithographed cans. 
Still others employ metal printing and paper labels as 
well. Some manufacturers use all three processes in 
different packages in their lines, the reasons for which 
are not always apparent. In making a decision in favor 


































of lithographed cans as against paper labels, Walgreen’s 
weighed the advantages and disadvantages in each case. 
Advantages on the side of the paper labels were simple 
production processes; speed in production; and the fact 
that blank cans can be obtained whenever required and 
large inventories of labels occupy little space. On the 
other hand, there are definite disadvantages attached to 
paper labels. They tear and soil easily; they do not bear 
cleaning; they require an extra operation in pasting; 
and from the standpoint of appearance, they definitely 
suffer by comparison with lithographed cans. 

Arguments in favor of lithographed cans were that 
their appearance is better; they express the product 
paint; they can be repeatedly washed; and they do not 
become shopworn. But they also offer disadvantages in 
that several stocks of cans must be kept on hand, neces- 
sitating much larger stockroom space. Lithographed 
cans cannot be furnished overnight, and needs must be 
anticipated six weeks to two months in advance. Stamp- 
ing of the color on the cans is a slower and more diffi- 
cult operation. Despite the higher production cost for 
the manufacture of lithographed cans, and despite the 
fact that their use entailed a more complicated process, 
Walgreen’s decided that a handsome lithographed con- 
tainer was a requisite for effective merchandising in 
their stores. 

Before the job was licked, the container company had 
a few major production problems to iron out. Bear in 
mind that it was not a single package which was under 
consideration. It was a line of twenty packages, in as- 
sorted sizes and construction, and the job presented 
complicated manufacturing problems. But having as- 
sumed the problem, the container company turned out 
a splendid line of packages. (These containers are man- 
ufactured by the American Can Company.) 

It is a point to remember that Walgreen's, having de- 
cided in favor of lithographed cans, expected to pay the 
price. And then they got what they wanted. The results 
in sales throughout the country have convinced them 
that it was all worth while. 


A Hardware Retailer Speaks 


(Continued from page 61) large and substantial coun- 
ter card that mounts one dozen tubes on its display 
face, and in the top center there is an actual display 
of what it will accomplish—for here the customer sees 
two or three illustrations of the product “as used.” 

I note that I just employed the word “substantial.” 
May I dwell on this factor just a bit? 

It prompts me to wonder just what kind of tests are 
given to some of the package displays that are sent to 
retailers for the purpose of making sales. Experience 
leads me to express the opinion that some manufac 
turers would do well to learn more about their pack 
aging. We receive numerous displays that surely pos 
sess eye-appeal and customer-interest and they ought to 
accomplish good results for the retailer. But, alas, when 
put to use they don’t stand up. I mean “stand up” both 
literally and figuratively. 

Some of them fall apart as to bottom, sides or back 
Others have such flimsy easel-backs that after the con 
tents are set up for display these easel-flaps just gradu 
ally get all tired out; they flop down and out goes the 
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complete service, 

never before ob- 

tainable from a 
maker of tubes is now 
offered by “New Eng- 
land." NOW, you can 
look to us for BOTH 
Tubes and Cartons! ... 
all of your packaging 
requirements can be 
ordered at the same time from this one reliable 
source. Your job of buying is greatly simplli- 
fied. A lot of time and bother is saved... 
simultaneous deliveries are assured. @ You 





ONE SOURCE 


can specify tubes of pure tin, tin coated, or 
lead. Our own artists create modern, sales- 
getting designs. Colors are matched to perfec- 
tion on both tubes and cartons. Our plants at 
New London and Chicago assure you of 
speedy, efficient service on quantities large or 
small. @ Smaller concerns with limited needs 
are especially benefited by this new service! 
Get full particulars and surprisingly low costs. 


Write TODAY! 


* 


NEW ENGLAND COLLAPSIBLE TUBE CO. 
CHICAGO + NEW LONDON, CONN. + NEW YORK 


contents either on the display case top or on the floor. 
This can happen once or twice, but when it gets to 
be chronic the patience of the retailer and his assist- 
ants is not improved, and unless it can be rebuilt at 
not too great effort it is dumped out and the contents 
transferred to some spot of lesser sales prominence than 
it formerly occupied. This is bad both for manufac- 
turer and retailer. If it is not as readily seen by cus- 
tomers, the sale of the product suffers, and if the re- 
tailer sells less of it, so does the manufacturer. 

My obvious comment regarding such lack of infor- 
mation at the source is to make certain that the pack- 
age display piece is strong and substantially made in 
every detail and this must include, by all means, a 
sturdy easel-back, if the piece is intended to have one. 

I made the statement in a preceding paragraph that 
our fastest-selling counter package items were found 
among articles of low cost and general household use. 
I should not wish it to be inferred, however, that more 
expensive and less generally used products are there- 
fore excluded according to the retailer’s opinion of 
their sales possibilities along this line of display. 

Probably these low cost items would have a faster 
turnover than the average group of more expensive 
articles if neither were displayed in their modern garb. 

We find two methods of display packaging for these 
larger and more expensive items to be fairly in vogue 
today and both are sales-builders. If the article is too 
large for table, counter or case display by the dozen- 
in-a-carton method, if it is fairly large and bulky but 
not in the heavy hardware class, some manufacturers 
ship one item only, of the case order, in a display car- 





ton, and as fast as this one unit is sold the retailer re- 
places it in the display carton or else delivers to the 
customer from the shipping case. If the article is what 
we may term medium-large, the manufacturer often 
sends a package display which shows just one unit on 
the face of the piece and the balance of the dozen (or 
shipping unit number) are packed in the back of the 
display package. In such event, the dealer is able to 
maintain a perpetual merchandise display on the front 
and keep the stock in the rear. And, of course, the wise 
retailer sells the display item and replaces it with a 
duplicate before it becomes in any way shopworn. 

All types of stores use their windows to display mer- 
chandise and this brings to mind another manner in 
which some manufacturers can secure dealer good will. 
There are numerous products or articles which cannot 
be displayed in store windows because they are subject 
to deterioration from the activity of the sun through 
plate glass, either from the extreme light or the ensuing 
heat. We have a number of such products that we are 
able to show in our windows because the manufacturers 
have been thoughtful enough in their planning to sup- 
ply us with dummies. The display effect is the same for 
the passer-by; sales are created and the retailer does not 
have to be concerned about injury to the product. 

I should like to make a few comments upon pack- 
aging in the good old-fashioned meaning of the term. 
I refer to shelf goods. For every article that comes to 
us in a package display, there are dozens that still come 
in plain paperboard cartons and are recognized as 
shelf goods. It is my opinion that the makers of scores 
of these articles are not yet alert to the increased sales 
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that would result from devising newer and more mod- 
ern carton units. 

Of the dozens and scores of shelf goods articles that 
come into the average hardware stock, there are still 
altogether too many that are improperly packed for 
the convenience of the retailer. And I daresay, this 
statement, in proper proportion, pertains to other types 
of retail stores. 

To make a constructive comment, may I express my 
opinion of what should go into the make-up of a satis- 
factory shelf goods carton regardless of whether it be 
two or twelve inches square? If you conclude that my 
comment is too obvious, I wish you might see and 
handle some that I might select from stock—my sug- 
gestions are made from observation and experience, not 
from hearsay and theory. Here they are: 

1. Select paperboard of suitable weight to make a 
lasting and durable container. 

2. Devise the container so that it can be easily opened 
and shut. 

3. Be sure that it is the correct size for its contents. 

4. Apply an easily-read label—if possible with a pic- 
ture of the article and by all means with a space for 
the retailer to write in his cost and selling price. 

5. If the article is in any way mechanical or unas- 
sembled or to be sold in a set of several unit pieces, 
easily and quickly understood directions should appear 
on the label, on the unit piece or on printed insert 
sheets within the carton. 

Of these five points, I should emphasize No. 1 as of 
the utmost importance, for the retailer can stagge) 
through a lack of the others in some manner, but his 
patience is at the breaking point if the carton or pack- 
age falls apart after it has been handled two or three 
times and must still be used to house its contents. 

Like advertising and window displays, modern pack- 
age planning has taken tremendous forward strides 
with a resultant profit for both manufacturer and re- 
tailer and, from the retail field, it is my great pleasure 
to express an appreciation to its designers and creators 
for the sales assistance thus rendered. 


Re-use Doubles the Sales Quota 


(Continued from page 59) lived up to expectations as 
a container, as a display and as a re-use premium (for 
there was no advance in price) it was hoped that this 
quota would be met. 

And, somewhat to the surprise of even those who 
placed the greatest faith in the box itself and its mer- 
chandising plan, sales quotas quickly fell by the board. 
At the end of three months, after the introduction of 
the package, the quota for six months had been met 
and exceeded. At the time of writing, with the six- 
month period not yet up, sales point towards a probable 
doubling of the original figure. Obviously—in this field 
at least—clever design, fine execution of design and, 
above all, re-use packaging that relates directly to the 
use of the product sold, has proven its merit. While 
seasonal merchandise may still well be packaged in re- 
use containers of the closely related or completely un- 
related type, manufacturers of staple quality items may 
look upon the Demuth experience as a guide towards 
planning the package for after use with the product! 


Small Things can be 
MIGHTY ) 
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Stitching Wire is 
MIGHTY 
IMPORTANT 





@The compass on a liner is not very large, 
comparatively, but it’s putting it mildly to 
say it plays an important role. Stitching 
wire used for securing your corrugated and 
solid fibre shipping cases plays an impor- 
tant role, too. 


Upon its finish depends the degree of rust 
resistance. Upon its strength and uniform 
temper partly depends the safe arrival of 
your goods. 


For many years, Acme Silverstitch has been 
the preferred stitching wire of leading 
shippers. Silverstitch is heavily galvanized 
for resistance to rust. It is strong and even 
in temper to provide secure staples that 
stay put. 


Its smoothness, and perfectly uniform dimen- 
sions mean top performance on your stitch- 
ing machines. Use the 10-lb., one-piece 
coil for best economy. Get a free trial 5-lb. 
coil. State size. No obligation. 


ACME STEEL COMPANY 


GENERAL OFFICES: 2843 ARCHER AVE., CHICAGO, ILL. 


Branches and Sales Offices in Principal Cities 








STITCHING WIRE GIVES STRONGEST, SUREST JOINTS IN 
CORRUGATED AND SOLID FIBRE BOXES 
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of closure, 


but— 
insist 
on 


The most modern con- 
tainers available. Labels 
processed directly on the 
surface of your 
vials. Adds to high 
appeal and de- 
creases labor costs. 


COLORFUL— 


None of the color 
limitations of 


The most service- 
able, convenient 
and beautiful con- 


glass, but any lus- tainers you ever 
trous color you saw! 

select. 

UNBREAKABLE— 


Hycoloid withstands 
accidents in handling, 
packing, and shipping; 
despite stream line 
beauty they will not 
break. 


ONE FIFTH THE WEIGHT OF GLASS— 


You don’t need the bulk and weight of glass for 
either protection or beauty. There is real shipping 
cost economy in Hycoloids. 


Send for samples—judge for yourself 


HYGIENIC TUBE & CONTAINER CO. 
42 Avenue L Newark, N. J. 
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Exclusively For Men 


(Continued from page 57) Fine line, symmetry and 
effectiveness are not lost sight of, yet the male approach 
is the all-essential of the appearance of each item. 

To meet the requirements of men needing both a 
hair tonic and a scalp pomade, a kit was prepared, con- 
taining a smaller sized bottle of the former and a little 
jar of the latter. Here, the same white and red color 
scheme was followed, the white being found in a die- 
cut tray, set in the base of the kit to hold the two items 
in place, the red in the inner linings of the covers and 
the outer walls of the kit. To assure convenience for 
travelers, the kit is constructed with a double drop side 
which snaps to the folding lid. 

Armed with these packages, the firm embarked upon 
a direct-mail test advertising campaign. Almost imme- 
diately, the business of the salon began to skyrocket 
as men showed their willingness—even eagerness—to try 
the products under the sponsorship of so well-known 
a firm as soon as they were freed from the feminine 
surroundings. Soon, too, department and drug store 
sales began to mount and—through the addressed labels 
—the two parts of the selling machine began a cycle 
of cross advertising. 

Labels for the entire line are by The Foxon Com- 
pany, bottles and jars by Owens-Illinois Glass Company, 
and the red molded closures by Anchor Cap & Closure 
Corporation. The travel kit container is made by 
Niagara Box Company. 


Shaved Prices Develop Packages 


(Continued from page 47) of fifty occupying about one- 
third of the entire package. This vertical positioning 
may be criticized, however, on the ground that blades 
will fall over into hard-to-reach positions when most of 
the group has passed into the reservoir. Entrance to the 
reservoir is through a slanting, die-cut slot, appropri- 
ately marked, ‘For used blades.” The color scheme is 
red, blue and yellow on a white board. The reservoir, 
because of the type of construction used, seems sturdier 
than that of the Guardsman package. 

More ingenious still is the package developed for 
Paragon blades, combining as it does some features of 
each of the two described above with some others 
uniquely its own. These blades are sold together with 
a razor and, alone among those studied, this package 
features on the outside the fact that it contains a blade 
reservoir. Within a transparent cellulose wrap, a 
printed sleeve fits over a folding box similar in appear- 
ance to the familiar two-tier or skyscraper type. 

The larger or back section is the reservoir and con- 
tains a slot at its upper end for inserting the blades. As 
sold, however, this section holds the razor which is part 
of the combined purchase. The razor is withdrawn 
through the bottom flaps of the reservoir which are 
then refolded into place. The back of the reservoir is 
extended upward to form a tab in which a small hole 
is provided so that the entire package can be hung on 
a nail or hook. The smaller, front section holds the 
blades in two vertical piles of twenty-five each. These 
are locked into place, and a perforated, curved line is 
provided so that the top and part of the front of this 











section can be torn away to permit access to the blades. 

The construction of the two sections and their hing- 
ing is truly a carton designer’s triumph. Considering the 
front section as a standard folding carton, with end 
flaps, the back of this section is extended about half 
an inch above the top of the blades, then bent back and 
over to fit into a slot in the back section and down to 
form the bottom flap of this part of the carton. It thus 
securely anchors the two sections together. The back 
section is of standard carton construction with the two 
exceptions already noted: the omission of a bottom 
flap and the extension at the top. 

A fourth type of package is being used for New 
Yorker blades, in this instance fifty blades being packed 
horizontally in a set-up paper box. Here again, the 
box is far larger than would be required for the blades 
alone, but two-thirds of the area is used for the blade 
receptacle. In this instance, the latter is formed by an 
insert of folded board, glued into position. ‘The box is 
wrapped in a sleeve of transparent cellulose. 

Other packages now on the market are mostly ol 
folding construction, embodying one or more of the fea- 
tures described above. All feature the reservoir in some 
form or other and all are therefore many times as large 
as necessary for the blades alone. ‘Thus, while the im- 
pulse leading to the development of these giant blade 
packages is the need for offering a bargain in both price 
and quantity, the fact that so many firms are engaged 
in offering the same or similar “bargains” has quickly 
forced all of them into competition on the plane of a 
new type of standard product. On this basis, competi- 
tion again returns to elements of display value, package 
appearance and, most of all, package utility. 


A Great Floating Package of Packages 


(Continued from page 45) cuits and cakes. It is its 
proud boast that the company has been purveyors to 
more than one of Britain’s royalty. Just to be certain, 
however, that the Huntley and Palmers products reach 
the diner in the main salon or the cocktail drinker in 
one of the ship’s four bars, Cunard White Star Line 
laid down certain specifications for the packaging of 
these products. 

For instance, eight separate wrappings enclose the 
hors d’oeuvres biscuits. Examination of a carton in its 
many wrappings gives rise to the amusing supposition 
that, placed unopened before a smoking room habitué, 
say about the third martini, this would develop into a 
game resembling the chinese egg of our childhood. You 
may recall that nested one within the other were any 
number of litthe wooden shells until finally the impa- 
tient youngster came upon an almost microscopic cen- 
ter of solid wood. 

Hardly that with the hors d'oeuvres biscuit tin, but 
the bemused opener would, reading from left to right, 
encounter the following: wax paper, tin, silver foil 
(this last soldered to the tin), oil paper of two types, 
paper excelsior, two more casings of oil paper, slightly 
differing from each other and finally—his biscuits 

And then there are the Celery Finger biscuits. ‘This 
snack, without which many Englishmen hold a cocktail 
would be incomplete, comes encased in a metal tin 
wrapped in a cellulose transparency. ‘The trick in this 
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When the customer decides—which will 
she choose? The smartest looking — of 
course. 


To get that salesmaking eye appeal and 
utility, more and more alert merchandisers 
are turning to Auburn. Our widely recog- 
nized ability to do the unusual in molded 
plastics is the product of our 60 year’s ex- 
perience. Our record list of saleswinning 
packages testifies to our ability to solve 
tough design problems. 

Now's the time to win your holiday sales 
battle—The first and most important step 
is to lay your package problems in our lap 
—Let's hear from you. 
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Multiple Printing Units 
Feature of Chambon 
Presses 


A Chambon press consists of any number of sep- 
arate color printing units mounted in a_ horizontal 
series on a suitable bed. The continuous paper web 
travels through each printing unit in succession within 
the space of a few seconds. 


With the addition, on the same bed, of units which 
perform all supplementary operations such as slitting, 
cutting, punching, scoring, perforating, numbering, 
varnishing, lacquering, waxing, laminating, rewinding, 
etc., the finished printed piece is delivered ready to 
use. Large users of printing are invited to submit their 
problems for free analysis. 


Write CHAMBON CORPORATION, 91! New 
York Ave., Union City, N. J. Western office at 608 
So. Dearborn St., Chicago, Ill. 


CHAMBON 


Automatic Printing Machines 
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one is the lid. Prying this off in the usual manner, the 
opener discovers soldered to the underside a most in- 
genious device. With his thumb, he pries a tiny triangle 
of metal from its resting place flush with the tin into 
position a fraction of an inch or so inward. The lid is 
then replaced and this triangle becomes the cutting 
edge. Clockwise or counter-clockwise, with a simple 
twist of the wrist, an inner covering of tin which has 
been neatly soldered to the top of the can is completely 
severed from its moorings in a much shorter time than 
it has taken to describe. 

Nor is the case of Messrs. Huntley and Palmers an 
exception. Other august British manufacturers of qual- 
ity products, Jacobs and Sons, Ltd., for one—encase 
their biscuits in specially designed containers. 

Not only in the item of crackers and biscuits have 
the operators exercised this extreme caution. A most 
ingenious packaging of pickles and onions is to be 
found among the Queen Mary’s stores. These delicacies 
of the table come aboard in large glass containers, the 
closure manufactured by the firm of S. Waterhouse, 
Ltd., of Shefheld, is of a plastic material with a screw 
top. The trick of the closure is that it contains a sort 
of well which penetrates down into the container below 
the level of the vinegar, and this insures that, no matter 
how severe the weather or how bad the ship’s roll, ihe 
pickles are always immersed in liquid. 

In the case of jams, jellies and marmalades, packaged 
in stone or porcelain an extra covering of waxed paper 
is lashed over the top, as the sailors put it, to prevent 
the entrance of moisture. This is in addition to the 
usual sealing of a paraffin or similar substance. 

Naturally, for the world’s largest liner, considerable 
storage space is necessary properly to care for the more 
than 375 items of food which the Queen Mary carries. 
The amount of refrigerated space alone—in excess of 
60,000 cu. ft.—rivals that of one of our most modern 
cold storage warehouses. 

In charge of this domain, and responsible for the 
maintenance at proper temperature and conditions is 
the storekeeper. Czar in his own domain, it is he who, 
in the last analysis, lays down the packaging specifica- 
tions on the foodstuffs he takes aboard. With character- 
istic British caution, Cunard White Star storekeepers 
insist that foods be packaged as if for an around the 
world cruise. 

Though these storekeepers are aware of the host of 
pantries provided in the Queen Mary for the particular 
service of the many types of food and undoubtedly were 
consulted in the design of the special larders reserved 
for the exclusive preparation of hors d’oeuvres, salads, 
fruits and other special courses—though they are pride- 
fully, but modestly, conscious that Queen Mary’s voyage 
will, in all likelihood, bring to Cunard White Star the 
Blue Riband, symbolic of the transatlantic speed record 
—though they know from their own experience that the 
ship can be completely re-provisioned on either side of 
the ocean within a very few hours (eight to be exact) — 
still, they insist that all foods susceptible to moisture 
and salt air be packaged according to the rigid stand- 
ards only to be met with by the highest development 
of packaging art and science. 

In short, the Queen Mary could swerve from hei 
scheduled course for a swing over the Equator, and 
their conscience would be clear, secure in the knowledge 











that in Panama City, in Ceylon or in Bombay, the daily 
issue of stores would go up to the three kitchens and 
the fifteen deck pantries in the same condition as taken 
aboard in Southampton. 

It will, we hope, become apparent from the foregoing 
that, in the world’s largest “package” afloat, minute 
attention has been given to the packaging of even the 
smallest tea biscuit. And, as the Queen Mary’s prestige 
is to continue, this would seem to be entirely fitting. 


Up-to-Date Packaging of Liquors 


(Continued from page 43) in two parallel lines (shown 
in Fig. 7) for the performance of the final manual oper- 
ations. These parallel lines are, as already indicated, on 
a belt which is about 50 ft. long and located in the 
center of a work bench with rows of girls on each side, 
the number being from seven to fourteen, depending on 
the package. 

With one of the more elaborate products the manual 
operations are as follows: Starting at the alternator, a 
girl lays the bottles flat, and in doing so wets one side 
with a cloth. The next girl puts on a special heavy 
metal label—an operation which cannot very well be 
done on the machine. ‘The bottles are then set upright 
again. The jigger caps are next put on. Following this 
the Government stamps, which have been dampened by 
drawing them through a small roller, are laid across 
the tops of the caps, and the next operator smooths 
them down over the sides with a damp sponge in each 
hand. Finally, a decalcomania is placed on the side of 
the bottle. By this time the package has reached the 
end of the conveyor and is ready to be placed back in 
the original carton. It should be borne in mind that 
these operations are carried on on both sides of the 
conveyor simultaneously. 

Before going any further, it will be interesting to 
discuss a few points regarding the conveyor. A stiff belt 
with outside surfaces of rubber has been used. There 
are two reasons for this. One is that when the rate of 
production is at the peak, and with the large size pack- 
ages, the load which the belt is carrying is very heavy, 
especially in view of the fact that there is a double line. 
The rubber surfaces help to prevent slipping and the 
stiffness prevents the belt from sagging between the sup- 
porting rollers. If there were any sagging the bottles 
would tend to wobble as they pass along, and _ this 
would interfere with operations and decrease the speed 
with which they could be carried on. A 34-hp. gearhead 
explosion-proof motor with chain drive is used for its 
operation. Its speed is about 17 ft. per minute. 

The question may well be asked why the alternator 
was used to provide two parallel lines on this con- 
veyor. There are several reasons: one is that the bottles 
are brought closer, and consequently more conveniently, 
to the operator than if they were in the middle of the 
work bench, assuming that the operators are located on 
each side. Of course it is desirable to have operators on 
each side as otherwise they would have to sit so close 
together as to be in each other’s way and the belt would 
have to be longer. Also with this arrangement it is pos- 
sible to run the belt more slowly and give the labels a 
better chance to dry. 

Returning to the automatic machinery for a moment, 
there are a few points which are worth detailed con- 





PACKAGE 
PLEASE 





They see, they reach, they buy. 


What prompted the sale? A package that caught the 
eye, invited inspection, sold on sight. It takes a sound 
knowledge of what makes people buy to design such a 
package. It takes a competent understanding of con- 
sumer trends and preferences, of point of sale merchandis- 
ing to make them buy. 


Lusteroid has acquired this knowledge and understand- 
ing through many years of packaging experience. Lusteroid 
is a product which adapts itself remarkably well to many 
purposes. It's light in weight yet unbreakable and has other 
qualities in finish, in color and in practicability which rec- 
ommends its consideration for your packaging needs. 


Our facilities are at your disposal. 


LUSTEROID 


CONTAINER COMPANY, INC. 














Formerly Lusteroid Division of 
THE SILLCOCKS-MILLER COMPANY 
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FOR SPEED, ACCURACY, NEATNESS 
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THE KIEFER visto FILLING MACHINE 


LANTS which are modernizing—equipping for better, more economical packaging, find the 
Kiefer Vari Visco meets every requirement that today’s high speed production demands. 
Note Below—only a few of scores of installations. sr : 
H. J. Heinz Co. 
mustard and baby food 
(5 machines) 
Chas. H. Phillips Chemical Co. 
facial creams 
O’Brien Varnish Co. 
paints 
Lutz & Schramm 
jelly 


John Wyeth & Brother 
emulsion 








Piough, Inc. 
petrolatum products 
Vita Var Corp. 
paints 
CATALOG : Let us tell you what the Vari Visco 
has accomplished in these plants 
and what it will do in yours. 
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Ill Boston, Mass New York, N. Y London, England 


P. JORGENSEN eee pop ogeny Broadway “windsor House 
| A Broadway Windsor House CINCINNATI, OHIO 


San Frat o, Cal Chicago 

















IT’S CLIPLESS! 





This modern method of sealing and closing collapsible tubes is a 
marked improvement over the old method of sealing with clips. 
Note the attractive finish given to end of tube by the Colton Crimp- 
ing Machine. Many production expenses are eliminated by this 
clipless closure—i. e., cost of clips, time required to replenish clip 
rolls—and maintenance expense of automatic clipping heads. Ask 


for descriptive folder. 


ARTHUR COLTON CO. |) 


2600 JEFFERSON AVE., EAST ; Tube Filling, Closing 
DETROIT MICHIGAN L and Crimping Machine 
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sideration. It has been mentioned that four standard 
sizes of bottles are used which are interchangeable 
among the various products. When the size is changed 
it is, of course, necessary to make the corresponding ad- 
justments on the machines. The parts for doing this are 
kept on shelves in the master mechanic’s office in the 
adjacent room. Nearly all special parts are interchange- 
able for the several automatic bottling lines and they 
are all kept separately laid out where they can be 
reached conveniently. Careful organization along these 
lines has made it amie to complete many of the 
change-overs in about 114 hours, which means that 
when necessary it can be done in little more than the 
noon hour. However, such changes are made mostly at 
night as the production is so large now that a full day’s 
run is possible on one size. Of course the fact that more 
than one product can be placed in a given size has 
helped in this respect materially. 

The changing from one product to another is easily 
accomplished at the header provided for each filling 
machine. These headers, made of stainless steel, can be 
connected with any of the individual pipes from each 
storage tank by means of flexible hose connections fur- 
nished with permanent couplings. Naturally, both 
header and filling machine are carefully washed out 
when the product to be handled is changed. 

The speed of operation of the automatic machines 
can be regulated according to the size of the package, 
and to this end the drives for the motors forming a part 
of the machines and supplying power for each function, 
such as filling, capping, labeling, are equipped with 
variable speed pulleys. The necessary adjustments are 
easily and quickly made. 

In this bottling department there are some thirty 
motors totaling about 75 hp. About half of them are a 
part of the machines and were furnished with them. 
All of them are of the explosion-proof type and are pro- 
vided with the alemite system of lubrication, and have 
ball bearings. They vary in size from 14-hp. to 5-hp. 
and, aside from the automatic and semi-automatic ma- 
chines, are used for the conveyors, the vacuum pumps, 
compressors, etc. 

Returning now to the package production line. As 
the fully completed bottles arrive at the end of the belt 
conveyor they are placed by hand in the cartons which 
are delivered at this point by the overhead conveyor. 
The filled cartons are pushed on to a short section ol 
roller conveyor to an operator who puts in a dated pack- 
ing slip (See Fig. 7), covers the top with a sheet of 
waxed paper and then seals the covers in place. From 
here there is a short length of roller conveyor to the 
spiral chute leading to the shipping department. Fig. 8 
shows a view looking along the belt conveyor with its 
two rows of bottles and the roller conveyor and sealing 
of cartons in the foreground. 

In the shipping department the spiral chutes from 
the bottling operations discharge on to short roller con- 
veyors at the ends of which there are scales. Each case 
is thus easily and quickly weighed without lifting it. 
After this they are placed on skid platforms which are 
moved to any desired location by means of lift trucks. 
They may be taken to the platform for loading on 
trucks, to storage or to the booster conveyor which will 
deliver them to the freight loading platform. 

From this discussion it will be seen that there is little 








SINK OR SWIM? 


APER bags and cartons made of LOTOL*-treated stock and 
sealed with LOTOL* have an unusual degree of moisture- 


resistance, toughness, and pliability. 


LOTOL* has proven itself not only a superior water-proofing 
and strengthening agent. ... It has demonstrated its supe- 
riority as a sealing material. Unlike glue, it sets quickly, is im- 
pervious to temperature changes, and impervious to moisture. 
It creates a tenacious, permanent, even seal which cannot be 
broken without destroying the package. 


If you have not yet discovered LOTOL* for yourself, it will be 
advantageous te find out at once how it may be applied to the 
improvement of your product. Why not write to us? We can 
also supply all types of natural Latex. 
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*LOTOL is our trade name for Latex in any form. 


NAUGATUCK CHEMICAL 


DIVISION OF UNITED STATES RUBBER PRODUCTS, INC. 
1790 BROADWAY NEW YORK, N. Y. 
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CHRISTMAS Cellophanes and 
Special Holiday Papers 


will be sheet cut this year in greater proportions than 
ever before on the 


Beck Automatic Roll Sheeters 


Such materials cost money and should not be wasted thru wan- 
ton inaccuracies in sheeting. The Cut Register Attachment on a 
BECK machine will permit “spot cutting’? with surprising accuracy 
and so overcome waste. In the case of paper, the Curl Remover 
takes the most obstinate curl out and leaves the sheet perfectly flat 
for handling afterward. 


Do You Want to Cut Your Labor Costs? 


Then investigate these facts for yourself today. 





Our DEMI SHEETER for Small Work 


CHARLES BECK MACHINE COMPANY 
13th & Callowhill Sts. Philadelphia, Pa. 













SCREW-CAPS + CLOSURES 200 per 
minute by the CAMERON METHOD 


Our machines make any type or size of closure 
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manual handling and that much of the packaging is 
done automatically by machinery. However, where 
manual work is necessary it has been reduced to a 
minimum by various mechanical means, of which the 
belt conveyor at the ends of the automatic machines is 
an excellent example. Of course it is not always prac- 
ticable to mechanize every step in production, but 
where some ingenuity is exercised manual work may be 
held down to a very small amount, and the Ben-Burk 
layout shows plainly how this can be done for the con- 
ditions existing in the plant. Exactly the same treat- 
ment would probably not apply in any other plant, 
but the general idea will always hold. 

A final interesting point is that all of the electrical 
equipment including the motors, switches, control ap- 
paratus and wiring has been selected and installed with 
a view to eliminating the danger of fire or explosion. 

Suppliers of equipment and materials used in the 
packaging of Ben-Burk products include the following: 
Pneumatic Scale Corporation, cleaning, filling, capping 
and labeling equipment; Standard Conveyor Company, 
belt and roller conveyors and spiral chutes; Master Elec- 
tric Company, conveyor motors; Lewis-Shepherd Com- 
pany, lift trucks; Owens-Illinois Glass Company, bottles; 
Stanley Manufacturing Company, metal foil labels. 


Cosmetics by Chryson 


(Continued from page 39) pany. Each individual jar 
is brushed with honey colored, regular pottery glaze and 
baked in a furnace until the heat nearly reaches the 
melting point so that the glaze is actually baked into 
the jar. It comes out with a lustrous sheen and polish 
far removed from its original state. 

The black metal caps that arrive with the jars are 
discarded and gold metal caps of patented construction 
from Scovill and Chase Brass & Copper are used in their 
place. These caps are so designed that they will not 
screw on unless placed squarely on top of the jar. They 
are fitted with little lugs that must be set accurately 
before the cover will fit. The labels are long narrow 
brown paper with the Chryson insignia and signature 
die-stamped in white, and under the kneeling figure 
is a narrow strip of gold paper with the name of the 
preparation printed in brown. Directions for use of 
the item are printed in brown on gold paper and at- 
tached to the bottom of the jar, where they serve 
their purpose in an inconspicuous fashion. 

All liquids or lotions appear in transparent bottles to 
permit the customer to see what she is buying. ‘There 
are four of these liquids in the line and each is a dif- 
ferent color. ‘Three are transparent colors—an orange, 
lemon color and clear—and the fourth is cream. The 
assortment of color adds much to display value and 
attracts immediate attention. ‘The bottles have gold 
metal caps and labels similar to those appearing on 
all of the cream jars. 

Lipsticks are supplied in two types of cases. The 
Swivel is a round enamel case with ivory top and gold 
container decorated with a miniature Chryson signature 
and insignia in brown. The automatic lipstick is in a 
thin, flat case with rounded top. A narrow gold edging 
frames an ivory panel with the insignia and signature 
in brown. The rounding top has a transparent cellulose 
window to allow a clear view of the shade of lipstick. 

















It is fairly well known that this type of automatic lip- 
stick when it first appeared was not accorded wide ac- 
ceptance because of faulty construction, but Chryson 
has developed it to a point where it is satisfactory. 

Duo rouge in cream form for both lips and cheeks is 
offered in a jewel-like compact of gold metal with ivory 
top upon which is inscribed the Chryson signature and 
insignia. This is built with a snap lock which eliminates 
broken fingernails. Eye shadow comes in five colors con- 
veniently packaged in little cases to match the duo 
rouge case. 

Chryson worked and experimented for months to get 
an eyebrow pencil that was as soft as crayon but that 
would sharpen in a pencil sharpener. The one chosen 
is imported and is the only one found that completely 
satisfied the company’s requirements. The pencils are 
black and brown with gold metal caps and the name 
“Chryson” is stenciled on them in gold lettering. 

An introductory kit consisting of powder, cream, lip- 
stick and face lotion is assembled in an ivory, buff and 
gold box as a convenience and inducement for first-time 
users of the line. The kit is carefully prepared with 
items chosen for definite types of skin, but kits may be 
reassembled to suit any special requirements. 

Chryson is one of the first cosmetic manufacturers 
to advocate individual powder blending in the home. 
It provides elaborate ensembles for blending packed in 
handsome chests of the same ivory, buff and gold com- 
bination. The Junior Ensemble contains four shades 
of powder and a blender of patented construction, 
which is so perfectly devised that there isn’t one speck 
of unblended powder in the mixer when the operation 
is finished. Day, evening, and sportswear blends are 
made possible with this outfit. 

The Senior Ensemble is a large chest with eight 
shades of powder, texture lotion, containers for day, 
evening and sportswear blends of powder, three puffs 
and blender. It is ideal for people who have many 
guests, since it is rather chic to be able to blend a 
powder for a guest who may have forgotten her own. 
Both the powders and texture lotion are perfumed 
lightly so that the delicate bouquet of personal per- 
fume will not be affected. Little booklets are enclosed 
in each of the powder blending ensembles with instruc- 
tions for mixing powders to attain the result desired 
whether for blonde, brunette or redhead. 

While still working on the line, Chryson was ap- 
proached by Bullock’s-Wilshire, in Los Angeles, con- 
sidered to be one of the finest specialty stores in the 
country, who had learned of it and who asked for its 
exclusive sale in Los Angeles. Naturally Chryson was 
anxious to merchandise its cosmetics on a sound basis 
and while it had contemplated distributing them 
through a large selling force, the company listened to 
the interesting proposition set forth by Bullock’s-Wil- 
shire. Though at first dubious of an attempt to mer- 
chandise through stores, a procedure it had never be- 
fore followed and knew little about, the company finally 
decided to experiment, since Bullock’s-Wilshire, being 
familiar with Chryson’s policy of manufacturing only 
quality products, proposed handling the line on a high 
plane and in a manner that coincided with Chryson’s 
own conception of the way the thing should be done. 

Bullock’s-Wilshire did so well with the line and were 
so enthusiastic about its possibilities that Chryson began 









No Motors! Just plug into a 
lighting circuit. A simplified 
and economical net weigher 
for small weights of sticky 
products . .. grated cheese, 
nutmeg, cocoa, coffee, tea, etc. 
Performance! Output up to 
30 per minute on 1 Ib. 
weights. Range—2 oz. to 144 
Ibs. Accuracy—4g 0z. maxi- 
mum variation with major 
portion within 42 oz. depend- 
ing on product. Equipped 
with vibrators on feed pipe, 
hopper and chute. 





FRANKLIN STEEL WORKS 
JOLIET (ROCKDALE) ILLINOIS 
50 CHURCH ST., NEW YORK 











NOW, YOU CAN AFFORD BEAUTIFUL, 
MOLDED BOXES AND CONTAINERS .... 
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in your own individualized colors! 


The great Kurz-Kasch molding organization, leaders in the manu- 
facture of plastic molded containers, and boxes . . . . now open 
to you their great stock-mold collection. Now, in quantities small 
or large, you can secure just the color of container you wish.... 
in the finest of designs . . . . without a penny’s mold cost! 
Write today . . .. send your product or present container.... 
tell us your requirements! No obligation. 


The KURZ-KASCH 
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Reduce Operating Costs! 
—WALDRON— 


MACHINES 


EMBOSSING “CPi, tay LACQUERING 
PRINTING -edtall, > COMBINING 
COATING q Pe CREPEING 
GUMMING Lo Ve> SLITTING 
WAXING | ' WINDING 


Designed and built to increase output and maintain 
quality of product, WALDRON machines provide an 
effective method for reducing your operating costs. 
Our engineering staff is at your service. Write us. 





JOHN WALDRON 
CORPORATION 


Main Office and Works: NEW BRUNSWICK, N. J 
Chicago New York Portland, Ore. 
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originators of 


opaque aniline inks = 
Opaque Aniline White =20682 for glassine, regular 
cellophane carton and paper stocks. 


Opaque Aniline Buckeye White *24881—Designed 
especially for moistureproof and heat-sealing 
cellophane. 


Opaque Aniline Yellow *21253—suitable for any 
type of stock. 


These immediate dry OPAQUE aniline inks 
work clean, Ure free from settling, and can 
be used alone or with various dyestuffs. 


CRESCENT INK & COLOR 
COMPANY OF PA. 
PHILADELPHIA 
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slowly to expand its merchandising activities through 
similar channels placing the cosmetics in selected stores 
in large cities throughout the country until now they 
are available in practically every city of any size. How- 
ever, they are confined exclusively to one store in each 
city and this practice will be strictly adhered to. At the 
present time these include in addition to Bullock’s- 
Wilshire in Los Angeles, Bonwit Teller in New York 
and Philadelphia, Filene’s in Boston, Marshall Field in 
Chicago, O’Connor Moffat in San Francisco, O’Neil 
Company in Akron, and others of equal prestige. 

Every assistance is given each store as it introduces 
the line. Chryson prepares engraved announcements on 
excellent quality ivory tinted paper edged with gold 
and with the store’s name in raised gold lettering on 
a gold panel at the top. This is a smart, simple an- 
nouncement of the exclusive presentation of Chryson 
preparations which is mailed to the store’s list as well 
as to Chryson’s own customer list in that particular city. 
In some instances the stores do this mailing themselves, 
but Chryson is perfectly willing to mail the announce- 
ments from Hollywood, if desired. 

The same family resemblance of color is carried 
through all labels, advertising booklets, announcements 
and enclosures. Comprehensive booklets setting forth 
the advantages and uses of Chryson f.¢parations are 
furnished to the store and these are handled along the 
most approved and tested merchandising lines, printed 
on ivory paper with a gold seal on the cover bearing the 
simple lettering “Cosmetics” and under that, the 
Chryson signature. Explanatory booklets, printed in 
much the same manner are enclosed with each special 
package with complete directions for the use of the 
items contained. Along with the advertising helps men- 
tioned, Chryson furnishes small printed forms to be 
enclosed with monthly invoices sent out by the store, 
featuring a different group of cosmetics each month. 

All die-stamping and printing on labels, advertising 
helps, etc. are done in Chryson’s own factory which is 
well equipped for such work through long years of 
activity in the Christmas card and stationery business. 

Chryson’s painstaking care in producing and market- 
ing its cosmetics is fully appreciated by the stores that 
sell them. Evidence of this comes from L. E. Morton, 
buyer of cosmetics for Filene’s in Boston. Mr. Morton 
says, “We selected the Chryson line from among the 
many that are constantly being offered to Filene’s be- 
cause of its obvious superiorities. Its preparations are 
based on the formula of a skin specialist which incor- 
porates several modern treatment features not to be 
found in other lines. Not the least of the factors which 
influenced our selection was the beauty of the pack- 
ages. We believe package appeal to be of paramount 
importance in the successful sale of a line of this kind 
and the Chryson preparations are as beautifully styled 
as any line of which we know.” 

As a further indication of the efficacy of the packaging 
structure of Chryson cosmetics, it is interesting to note 
that it was a winner in the family group of the Pacific 
Coast Packaging Competition, sponsored by the Ramsey 
Oppenheim publications. All boxes are supplied by 
Hersee Box Company and most of the make-up of each 
is hand work. Chryson furnishes the box maker with 
die-stamped sheets of paper for covers and the com- 
pleted boxes are delivered to them ready to be filled. 
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Impressions are important in winning a woman's favor. 
That's why so many manufacturers pay more than usual 
attention to that part of their packages which stays upon 
the dressing table—the collapsible tube. @ Such marketers 
know that Peerless tubes look ‘right’ because their super- 
lative lithography is applied to a base that is of consis- 
tently uniform perfection. @ Thus—particularly for products 
for feminine use—Peerless methods assure them of both 
eye-appeal and ‘use-appeal’... for Peerless tubes, created 
in a variety of alloys and compositions to meet the needs 
of different products, just don’t develop faults, in ordinary 
usage. They build up sales by giving satisfaction at the 
all-important point of use. @ Tell us about your product 
and we'll tell you how Peerless engineers have solved the 
problem of its tube—whether it be for cold cream or an- 
chovy paste. 


PEERLESS TUBES PRESERVE 
AND OUTLAST THEIR CONTENTS 
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possibilities of moldea 
DUREZ drug pack ioe 


Two years ago, Merck & Co., Inc., manufacturing to the touch. The safe, chemically-inert Durez also 
chemists, set up their own Packaging Laboratory gives perfect protection to the contents. 


to test and develop better methods of packing No labeling required 


their products. . j ; 
P One simple molding operation produces each unit... 


Typical of the laboratory’s intelligent and practical complete with engraved name, trade-mark and in- 
work is the new Slide-Top package for Saccharin struction, the slip-cover grooves and set-backs, 
Tablets. The entire package is molded of attractive and the final finish. 

blue Durez (the standard Merck color). Flat, com- No matter what type of drug or cosmetic you pack, 
pact, it fits the vest pocket or purse. It is conve- you should be familiar with the advantages of Durez 
niently opened with one hand... packages and closures. For more 
and drops out only the desired complete information and free 
One or two tablets at a time. ~ iw > ee aE monthly, ““Durez Packaging 


Thesmooth, lustrous Durez finish PEE REFEREE hE Nez Bie | News’’, write General Plastics, 
willnever chip, crackordull... “*S®”s=2 © Inc., 126 Walck Road, North 


will always be neat and pleasant Merck ¢7 Co., Inc., Research Laboratory Tonawanda, New York. 


The small size package containing 
100 %4-grain tablets was produced origi- 
nally. It has proved so successful that 
the larger size shown at right, which con- 
tains 100 \4-grain tablets, has recently been 
put on the market. People like neat, 
compact, convenient Durex packages... 


and what people like, people buy! 


Be Ad gia 





WITH THAT 
@ HOMEMADE 
FLAVOR 





i a oe 5 C A P C O M P AN Y 
NEW YORK CITY CHICAGO = =SAN FRANCISCO — LONDON, ENGLAND § 


